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Home Modernization sales reality. Kitchen planning today Merchandising in April will treat of 
is creating business for many mer- all the rest of the house where elec- 
OUR copy of Electrical Mer- chants and utilities throughout the trical applications make for better 
chandising next month will country. We know one store, for living. For one thing it will show 

, come to you in a de luxe form. instance, in a medium sized town, that how adequate wiring and better light- 
It will be bound with a trick new type sold more than 20 complete kitchens ing add to the pleasure and com- 

6 of mechanical binder so that the issue in the last year with gross business of fort of the family in every room in 

opens flat at any page and will be over $20,000. We hear of many cases the house. 

, directed toward the big market which where families have taken to kitchen 
lies right ahead of us—the market for modernization with such a zest that LEANING, too, is an essential. 
appliances, wiring and lighting in they are planning their own kitchens, he modern vacuum cleaner per- 

12 modernizing the home through elec- coming to the dealer or the utility for forms a number of tasks in the mod- 

, tricity. advice only. ern home today, which a few years 
The market for appliances in new Where the kitchen cannot be done ago would have seemed incredible. 

homes is potentially large and impor- complete, a kitchen can be sold pro- So, also, with all of the appliances 

y 24 tant but the indications are that not be- gressively, following a plan in such a that have taken cooking out of the 
fore the end of 1938 will much progress way that sales for the additional equip- kitchen and into the house and garden 

be made in getting a large scale hous- ment come back to the dealer with a for entertaining and alfresco meals. 

ing activity underway. The market for minimum follow-up effort. These modern conveniences have be- 

29 modernizing, however, exists now with come indispensable for ease and 

7 22,000,000 wired homes as our im- HE laundry, no less than the pleasantness in living. Electrical 
mediate prospects. In every one of kitchen, offers a tremendous mod- Merchandising in April will present a 
these 22,000,000 wired homes there is ernization market. Washers and iron- number of interesting ideas on table 

56 a need for some additional electrical ers today are much handsomer crea- cooking which have come to us from 

. equipment to make the home more tions than were produced even a many users and home service depart- 
modern and more liveable. few years ago. These glistening white ments and which can be put to effec- 
This electrical home modernization appliances, so attractive in the show- tive sales use. 

48 issue of Electrical Merchandising is room, suggest to many women that This is briefly a few of the high 
one of several industry activities di- their basement laundries, by compari- spots that we are now putting into 
rected to raise the standard in the son, are utterly grimy and unattrac- page form. Last May we published 
home. It ties in with and supplements tive. Basements are being done over the “Electrical Home” issue which 

49 the program of the Modern Kitchen with modern heating equipment and was widely distributed and is still 
3ureau, the Better Light Better Sight the rumpus room is becoming a famil- being used. 
activity, the Electrical Housewares iar element of home planning. The This April issue will, we believe, be 

“ activity and the campaign of the Na- modern home laundry fits beautifully an even more valuable sales tool. It 
tional Adequate Wiring Bureau. into such changes in modernization will enable the merchant and his staff 

: The Modern Kitchen Bureau Pro- and Electrical Merchandising in April to display and sell with a keener sense 
gram is all set to start in April. will show plans for two-purpose home of the way in which each of our elec- 
This program will feature the elec- laundries where space may be used for trical products fits in and compliments 
“ trical range and kitchen planning and hobbies and social purposes as well. the others. 
rs should accelerate the already wide- Air conditioning has rapidly seized This appliance business of ours pro- 
spread interest in this subject of bet- the imagination of the public. But duces a product and a service for 
ter kitchens. Our April issue ties the public does not yet know the many practically every phase of healthful 
into this by providing the sales forces applications of air-conditioning for and happy living. We are telling the 
of this trade with a clear and simple greater health and comfort that can story in such a way, picturing it so 
q exposition of the fundamentals of be made in the modernized home. In- vividly and describing it so accurately 
15-18 modern kitchen planning and by be- sulation, humidification, air circula- that the magazine will be a source of 
a fore and after examples of remodeled tion, the attic fan, cooling and better inspiration to the home modernizer 
23 kitchens. heating equipment will all be covered and a practical reference for every- 
Kitchen planning and the technique in a special section of the April issue. body engaged in this business of selling 
in selling the complete kitchen has in But the kitchen, the laundry and electrical home equipment. 
the course of a very few years passed air conditioning in the home are 
5 from a theoretical conception to a only parts of the story. Electrical Pe UK 
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Mashie Masters Campaign 


It's spring! The golf bug's biting right and left. So 
we'll carry the pep and enthusiasm of the links into 
the work-day and make it a load-adder. It's unique 
—the way golf terms, golf slang and golf practices 
do fit in with a driving, walloping sales campaign— 
how the contest spirit of the golf course can be trans- 
ferred to selling activities of your organization. 
““Mashie Masters” is one of the liveliest sales drives 


you have ever experienced. Put it to work for you. 
It means business. 


FOR PETE'S SAKE! 
GIVE US 














Royal Flush Campaign 


Fall approaches. The time draws near when “indoor 
sports" draw their recruits from the golfers and the 
fishermen. And what more popular game than time- 
honored “draw poker.” The Royal Flush Cam- 
paign transplants all the intense elements of poker 
into the game of selling—all but the element of 
chance. For this is a game where skill, application 
and earnest endeavor hold the “winning hands” 
every deal. Write for these sales plans today. They 
mean business. 


MALLEABLE IRON RANGE COMPANY, 13 N. Spring St... 
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Monarch Offers Its Friey 
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paigns for 


They will be “Tailor-Made” plans to fit 
organization and local problems. They @ 
ALL major sales activities and give you of 
tinuous scheme of sales promotion for the 

12 months—or any specific periods you sR gus 
They have all been tested and proved pp 
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Trim the Tree Campai 
Christmas is in the offing! And Christmas suppl 
of the greatest buying motives ever in 
the Christmas spirit into your sales force. Gi 
@ campaign that ties in with the holiday spi 
the results are certain. This campaign, like the 


has proved itself in use. It produced one of 
successful holiday buying seasons in recent LAI 





plenty of small gift appliances—of course—am AD 


@ surprising Christmas business on the heovi cL< 
builders. 
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TO UTILITY COMPANIES 


The EASY way to increase your sale of 
large electrical appliances! You have the 
best prospect list in town—your own sub- 
scribers! And you can tell them about the 
new 3-speed—3-heat EASY-matic Home 
Ironer at practically no extra cost to you. 
Just enclose a small descriptive folder in 
each monthly electric bill. . . give a handful 


TO APPLIANCE DEALERS 


Here’s your chance to make some real 
money in 1938! This EASY-matic Home 
Ironer is no more difficult to use than an 
EASY Washer... which means that every 
one of your present washing-machine own- 
ers or prospects is an ironer prospect, too! 
Explain to them how they can take the 
other half out of laundry work. Tell them 


TO DEPARTMENT STORES 


“3 Speeds, 3 Heats’’—this new idea offers 
exciting possibilities in the merchandising 
of home ironers. It’s an idea you can pro- 
mote! There are thousands of women who 
would like to find a quicker, easier way to 
do their ironing. They have thought of an 
automatic ironer, but have hesitated—for 
fear they could never learn to use it. Here, 




















‘ of these folders to your meter readers to pass about the new EASY-matic Home Ironer at last, is an ironer anyone can use! Any 
out when they make their regular rounds. —how easily they can buy it—in many clerk in your Electrical-Goods Department 
or EASY-matic Ironer has a satisfactory cases by merely adding it to existing pur- can demonstrate it. And it will bring new 
kilowatt load, too. Women will stop to look chase contracts. Show them how it works customers into the department . . . cus- 
at EASY-matic in your windows. They’ll »-.in your store or rightin their own homes! tomers who will want to see it in action, 
to fit come in to see it demonstrated on your floor. Once they realize how EASY it is to use— try it themselves—then buy it, when they 
: ry It’s got what women want—at a price they and to Jearn to use—they’ll never be satis- find out how EASY it is to own! 
hey can easily carry on your monthly bills. fied until they have one of their own! 
a 
fou a 
or the 
YOu s& 
& 
ved p 
Wisk 3 ironer 2 reer heats = Beautifully styled—for mod- 
Ia fer 9 com Soa ae ooo thO ern kitchens or laundries. And 
, right speed and tempera- practical, too! Serves as a table 


ture for each type fabric. 
ECE Fabrics shown on dial. 
Meets every ironing need, 


top when closed .. . an extra 
shelf when open, 
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1 recent LAP SHELF AND 
ADJUSTABLE 
he heave CLOTHES RACK 


Folding lap shelf 
affords 208 square 
inches of extra space 
for arranging gar- 
ments preparatory to 
ironing. Finished 
pieces hang on clothes 
rack. No need to leave 
chair while ironing! 
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3-SPEED IRONER CONTROL | 


Beginner’s Speed (4r.p.m.) is 3 slower 
than normal. Second Speed (6r. p.m.) 
corresponds to other ironers. New High 
Speed (9 r.p.m.) saves ironing time. 
Exclusive with EASY-matic! 


yr ROLL-STOP CONTROL 


Another valuable EASY feature! Roll 
stops revolving and shoe is used like a 
flat-plate presser. Ideal for pressing 
damp spots... collars and cuffs... 
and all special work. 


FINGERTIP or ADJUSTABLE 
KNEE CONTROL 


The most convenient set of controls 
yet developed! Knee control can be ad- 
justed to suit individual user. 
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alesmen Must KAT 


Dealers who are short-changing 
their retail salesmen or have not 
made it possible for them to make 


a living are heading for trouble 


By Gerald E. Stedman 


ARD to explain in words, but 
L] true in effect—we gain as we 
give, in the effective sales 
service we render. Proof of effective 
sales service, consciously or otherwise 
rendered, are dividends to stock- 
holders, earnings to merchants, income 
to salesmen. Profit is the automatic 
reward for services rendered. Our 
only concern should be that of doing 
good—but we must be watchful that 
we are not being done! 
Unfortunately, the appliance sales- 
man is too often being done royally 
by those who aggrandize his efforts 
and pay him no proper reward. No 
one in the appliance field is so close 
to the striking point of greatest good 
as he who confronts the prospect with 
a sales story that creates a purchase 


that rewards a merchant with 
margins, a distributor with earnings 
and a manufacturer with income. The 


appliance salesman is really the great 


“Tl am” to whom every other distribu- 
tive factor should kow-tow, but, pecu- 
liarlv, he is one who is often taken 
idvantage of. We kid the appliance 


salesman into the execution of worthy 
effort. We willfully pilfer his time. 
We fail to supply him with needed 
elling We browbeat into 
exceptional performances. draw 


his second wind. 


him 
We 
And then we too 
frequently and selfishly cheat him of 
he should get. And he 
takes it, too often, without a whimper. 
No merchant can long survive who 
continues to feel that he can fool the 
force that keeps him alive. Appliance 
will not long continue to 


—_ 
OO}s. 


on 


the reward 


salesmen 


salesman must live—that 
means minimum salary 


The 


permit him to play whole hog in 
garnering earnings rightfully theirs 





We must recognize in this new sell- 
ing deal that the salesman is in busi- 
ness with his time, just as certainly 
as the merchant is in business with 
his capital, and the manufacturer with 
his product. The manufacturer or 
merchant wouldn’t permit anyone t 
rob them of product or capital. Why 
expect that the salesman will permit 
either to rob him of just reward for 
services effectively rendered? The one 
who is operating in the red is the 
salesman who is the force that per- 
mits all other distributors to oper 
in the black. Try to run this appliance 
industry without salesmen and_ set 
how long anyone would last. Better 
reward him. Better price and marg!! 
for his just compensation. Bette 
recognize that he has longings, yearn 
Better keep his home fires 
The public has been getting 
After all, the educa- 
salesman wl 


ate 








ings, needs. 
burning. 
the big 


tional 


break. 
force of a 
duces a family to some higher 
ard of living is as distinctly 
of the product as any gadget 
product itself. Money added to the 
price to defray this necessary prom 
tional effort will sell more good 
money taken from the price 
loss of that effort. The salesman per 
forms an_ honorable 
shouldn’t always take the fall. Prope! 
compensation of his selling effort 
the very life blood of the app 
industry. 

There is a wrong and a right way 
to do everything. The right w 
to be just. The wrong way is to hog 
it all. Nothing endures for very |oms 
that is The real reason why 
appliance merchants fail is not lack 
of capital, the representation of wrong 


service. He 


wrong. 
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can get away with kidding 
eir salesmen by splitting, swindling 
i cheating them out of rewards for 
a selling job well done. Let’s take a 
few of the countless examples to 





Plustrate what I mean by the right 
nd wrong way of compensating. Be- 
use I do not care to embarrass 
lividuals, let me treat the matter 
a series of case reports, drawn from 
tual experience and my wide field 


“tua 


oe =s3- a 


In these illustrations, the names are 


Bctitious, 


the cases real. 


ASE ONE. Jim Jones has been 


“ painted a flowery picture of com- 
‘sion profits by Hargreaves, an ap- 
piance merchant since in the discard. 


fo out digging 
Jim would 
harvesting 


vas energized to 
iles, and as fast as 
sales up to the 
Hargreaves would sneak around 
ultivated prospect and garner 
later to Jim that 


Was a poor salesman, so his 


ess, stating 
com- 
would be less than promised 

at the left 
lim would the 
m didn’t realize it, because he 
fait} until too many 
nts proved to his mind that he 

i fair 

he meantime, Jim, married, had 

food for the 
eaves was really 
ne ability to do. 


: 


instant when, 


have closed 


his boss, 


1 in 


isnt getting a break. 
family which 
robbing him 
Helluva dealer 
ints to grow rich by cheating 
feet. Swell 
‘iness for a day, poor in the stretch 
a year, because Jim was _ good, 
energetic, persuasive and pro- 
than he’d ever 
m finally caught on that he 





es from baby’s 






re prospects 
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wouldn't live up to his word and he 
quit. The community caught on to 
Hargreaves’ greed and they bought 
less and less. Now he’s a prize mem- 
ber of relief, his business gone, we 


are paying taxes to support him. 
Why? Because he wouldn't do busi- 
ness fairly. Who broke him? He 


broke himself. He wasn’t sound in 
living up to compensation promises 
with his selling force. Wrong way 
to perform, says me! It wasn’t the 
fair thing to do. 

Case Two. Pete Parisoner, sales- 
man, who has always tried to get by 
without doing anything, reads a classi 
fied advertisement that Hal Temper, 
leading appliance merchant, will pay 
men drawing accounts who are will- 
ing to work. Pete’s great art has been 
developed along lines of fooling every- 


one into giving him a 


count. 
total of them all is 
1 


pays his weekly 


drawing ac- 
but the 
a little less than 
bill for riotous living. 
Hal’s 


a drawing account, 


He is on five such, 


around to 
into 


So he drops store, 


charms him 
gets a first divvy and runs to a corner 
far Hal 
won't see him. He keeps 
swell stories about 
isn’t making sales, until Hal 
in his desperation, provides him with 
a list of prospects which he later 
find that Pete has never 
called upon them. So he knows Pete 
to be a fraud. It hurts, after the fair- 
extended. He takes it out on 
the other boys. There can be skunks 
among salesmen as well as merchants. 
But it hurts all around, with the sin- 
cere fellows who are performing. Like 
a bad apple in a bag, the good ones 
become spotted. Wrong way for this 
salesman to act. Wrong, because the 


saloon, enough away so 
probably 
drawing for weeks, 


why he 


checks to 


ness 





drawing account setup is basically 


It opens up too much chance 
for corrosive weakness ! 


wrong. 


Case Three. Tim O’Dell and Gus 
Kreuger are two buddies, for the 
Irish and the Dutch sometimes get 


together in palship, who hired out to 
an appliance merchant who promised 
them a bogey if they passed quota in 
a big drive he was putting on. They 
delivered. He didn’t. At the windup, 
he said he had never agreed to a 
bonus such as they had won. He had 
the profit. They had the chagrin. So, 
bitterly resentful but having caught 
the bigness of the service they had 
been rendering, they started business 
down the street with two hundred 
dollars and the faith of a finance com- 
pany behind them. Now, they are 
leading merchants in one of America’s 
progressive cities, while the shyster 
who cheated them in on the woodpile. 
He is reaping his negative reward for 
a promise that wasn’t fulfilled. He 
thought he could get away with his 
cheating but in the long pull they 
won out they were 
rightly toned, he wrongly. No sym- 
pathy for him—he doesn’t deserve it 
he thought himself a lord 
who could grow rich from the work 
of his vassals. 


have because 


because 


-T* HERE is a wrong way and a right 
l way. And it crystallizes in com- 
pensation. How the salesman treats 
his employer in effort expended is one 
thing—how the appliance merchant 
treats his salesman is another. Success 
comes when both do right. Damnation 
is created when either get out of bal- 
ance on the wrong side. Sometimes 


salesmen do not treat themselves fairly 

such as a supervisor trying to gyp 
a man under him, or playing favorites, 
first to 


or argument as to who was 





the sales lit credit squabbles 
and so on, 

What is the 
pensation plan? 
rules. Much has been written. 
is no need for such complexity. The 
method is the golden rule of recogniz- 
ing that a man should gain as he gives. 
If he runs around in circles with much 
effort but doesn’t deliver, he shouldn’t 
be allowed to win. Bees war on drones. 
Why shouldn’t we in the appliance 
business? But to equip an earnest 
salesman, send him out to prospects 
properly, await the orderly procedure 
of contact to the point where he de- 
livers; then he should not be cheated 
from his reward! 

The just compensation plan, based 
upon recognition of what the appliance 
salesman as the crucial force is doing 
in the education of more people to a 
better and richer life, is to recognize 
human being with the 
same hopes, loves, family ties, obliga- 
and you or me; 
that he is turning the wheels for mer- 
chant and manufacturer; that he per- 
forms a useful service that should be 
axiomatically rewarded. Treat him 
fairly. He cannot be long cheated. 
The basis of a right compensation 
plan, therefore, is: 

First, the appliance merchant’s 
realization that the salesmen he em- 
ploys must live. If they don’t it is a 
cinch they cannot sell. As they give 
him their time which is their capital, 
he must be set up to give them mini- 
mum subsistence to keep them alive 
which is his responsibility. That 
means a minimum salary within the 
latitude of their needs and how well 
be believes they can perform. They 
are fighting the sales battle for his 
benefit. He must arrange to fight the 

(Please turn to page 91) 
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water problen 
+ 


list 


lem which everybody ir 


ust have 


1 


of us who live in the 


a private water supply 


is the only possible solu 


1 


1 ' 
ready 


It may come from 


to the house or to the 


net problem which too 


have neglected because it 


< h we devote 


nt our sur 


than other 
1 1a] 


labor or on 


important 


y, some 


twenty 
lased a small 


n farm house, barn and 


n So ling which 
1 1 F + d ' 1 
} full ¢ Tu 
vater supply c ted 
well about twent ( 
k ¢ loor, " ’ 
from the barn, as well 
1 by rain water from 
f the ise. Water 
a dug well by two 
} , **% le + 
d 1 the cha 
The cistern pump 
t had no filter, and the 
ked. We started t 
well and cistern, and 





we received our preliminary 
in applied hydraulics. 

The cistern inadequate; it 

and the rain water sup- 

ply too uncertain. The well, however, 

according to tests by State Depart- 

ment officials, 


water, but 


education 
1 proved 
was too small 


furnished not only good 
also an ample supply for 
the family. 
Coming as we did from New York 
where water came in some mys- 


terious 


| ty, 
fashion from pipes and taps 
any our part, the 
work of carying nearly every drop we 
used bucket by bucket into the house, 
seemed not 


without effort on 


only old-fashioned; it 
seemed primitive and laborious. At 
that time my husband commuted daily 
o the city, and the work of carrying 
water during the day unavoidably fell 
upon myself. The moment we could 
ifford it, we installed a shallow well 
automatic electric pumping system. 
This represented an investment of 
$125 (pumping systems of this type 
are less than half that price today), 
and with the 


to connect 


services of a plumber 
it, the total expenditure of 
$150 put running water into the house. 
Everybody who has had an experi- 
‘nce of with 
1 water supply depending upon an old 
vaken bucket and ended with 
n automatic electric pump, knows that 
} change spelled the difference be- 
hard manual labor, the discom- 


this sort, which began 


which 


‘Twelve years of accu- 


rate cost accounting with an 


electric. water system shows 


cost of $1.56 per month for 


single-family house 


By Mrs. Ralph Borsodi 


fort of skimping on water and a freez- 
ing chore in winter and a muddy one 
in wet weather. The new system did 
away with all of this. There was no 
more drawing water by hand, endless 
tugging of heavy buckets of water, 
and for me, no more worry about the 
children falling into the well. 

3ut we did not keep any operating 
costs on this system. We used it for 
nearly five years with no serious 
trouble, very little expense for repairs 
and so far as we know it continued 
to give good service after we sold the 
old place. However, in 1925 we pur- 
chased a much larger place upon 
which to build our present home, and 
we decided to keep the necessary rec- 
ords so that there would be an accu- 
rate answer to the question of how 
much it costs us to furnish ourselves 
water with a modern water system. 

Therefore, in order to write this 
article I have gone back to our records 
commencing with our investment in a 
seventy-five foot drilled well in the 
spring of 1925. At $3.50 per foot, 
with extra charges for going through 
trap rock, we hoped that he would 
strike water at about fifty feet. Other 
wells drilled in the neighborhood had 
struck water at forty feet. However 
at seventy feet the well digger re- 
ported that he had hit no vein of any 
consequence. What did we want to 
do? Naturally there was nothing 
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much one could do, and _ having 
learned that a neighbor had gone 19 
feet, we ventured on, feeling that 2 
private well might be luxury. How- 
ever, at seventy-five feet a real vein 
was struck, and while there was 
great pressure behind it, pumping 
showed that there was a considerable 
volume of water in the vein. Rather 
than take a chance on drilling further 
and striking a vein which would raist 
the water level, we decided to put i 
a deep-well pump. 

We had no experience with deep 
well pumps, and our neighbors could 
contribute nothing very encourag! 
So, Mr. Borsodi decided that he would 
study the pump situation on his own 
We sent for numerous catalogs, and 
visited various pump manufacturers 
with the result that he decided on 
deep well pumping outfit of an old 
and reputable firm which seemed 0 
simple but exceptionally strong com 
struction. We had also to considet 
the fact that this system had to & 
sturdy enough to furnish water fot 
three houses, all with separate laundry 
tubs, baths, etc., which meant thre 
times the constant supply that averag* 
private systems have to furnish. W* 
planned to build two extra houses 
our place to rent, and we knew th# 
water would be used copiously, § 
that our water system must stand 
under considerable strain. 
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COMPLETE COST OF OPERATING SYSTEM 


‘ Number of houses and families ...............+- isintalih ics Sci aOR Re ; 3 
Average number of persons in three families .........--- ++ ++seeeeeeees 14 
Electricity, estimated 120 K.W.H. per year; average cost 3c per K.W.H.. .$ 3.60 
Interest on capital investment of $503.21 at 6% ........---0+e ee eeeee eee 30.19 
Replacements, repairs and maintenance ....-...--+-++-++eessseeeeseres 


Depreciation on investment of $240.71 (does not include well) at 5%.... 


Average cost for 3 houses for one year ......---se seer eeeeeeeees a 
Cost for one house for one year..........-.- ee ee cece ree reeeeees 
Cost for one house for one month............-- eee eee eee eee eecees 


W. In order to calculate the deprecia- 


tion of this investment, we have sepa- 
rated the investment on the pumping 
system from that in the well. Depre- 
ciation was figured on $240.71 at only 
5% per year or on a basis of twenty 
The following figures include all ts of life for the system because 
pi the original costs, as well as all W® had included complete replacement 
bf the repairs from 1925 to 1937. If © WOrn-Out motors, Cic., In OUF ex- 
we have omitted anything it was of penditures for replacement, repair and 
minor importance, such as washers or maintenance. As a matter of fact, our 
pump packing, or something which for replacements really make this 5% more 
some reason failed to go through our '™ the nature of an allowance for 
hookkeeping system as such. But obsolescence than for depreciation. 
having there are figures which we were Interest on the investment, however, 
one 19) |etempted to leave out, such as the unu- ‘3S calculated at 6% per year on 
- that 2 sual plumber charges in 1936 and 1937 $503.21—both the cost of the well 
How- When the rod was pulled to repair and the pumping ayorem. ‘ 
eal vein @s0Me mysterious ailment with the foot Replacements, repairs and mainte- 
was no [’alve three different times. When we nance was as follows: 


nping it fe tired of pulling the rod, the ail- REPLACEMENTS, REPAIRS, and 














A 











siderable Mement cured itself in an equally mys- MAINTENANCE 1925 to 1937 
Rather Mectious fashion; our guess is that it 1928 New Belt reer $3.00 
- further "4S due to nothing but some chips of 1932 Leathers and new parts.. 2.00 
id raise TUSt which kept the valve from closing 1932 New Belt .............-. 3.00 ae eee 
o put infmeroperly. When these finally worked aed ath Dg ier aga itch a 
ut of the well, the trouble ended. We Some Sulech = aabpen iw .. 10.75 
th deep M—4"e, nevertheless, including these unu- New Cylinder ........... 10.40 
rs could sual expenses in the record. While — 10 ft. rod .......... 3.40 was subsequently repaired and while easily worth ten times that much. 
uraging. Mcey are unusual, it seems to us more es cat at Bi it does not give good service, is still But ‘no matter how much it may be 
re would MHMservative to face the probability 1936 New parts .....-....-... 2.10 used to turn a drill press. This same worth from these standpoints the ques- 
his own lat after a time something unusual Replacement of parts 9.55 year we gave the system its first real tion for many families may still be one 
ogs, and[m™ay happen and this should be in- 1937 New leathers ........... 1.04 overhauling when the cylinder de- of whether they can afford it. My 
facturers [ecuded in the possible costs of any — a oe Rincon = veloped a crack and had to be replaced. conviction is that for the farm family, 
led on after supply: system. New en th suniiy "" 450 In 1936, we replaced various worn the old fashioned hand pump is ‘a 
an old Here is the record of costs for a PHMDOr .... cece. _..... 16.75 parts on the pump. These replace- luxury which they cannot afford. A 
emed of [%tiod of nearly twelve years from Estimate of sundries paid ments were homemade—no plumber supply of water that only takes time 
ne con 725 to 1937. It begins with the capi- —. ae not record- was hired. So far as we can tell, the and labor which could easily be used 
consider §* Investment in the well, and ends packing, a 5.09 Pump after these repairs, was good to earn many times 3c per day. In 
d to be with the overhauling which we gave ‘_~=s for another ten years of service with the time any housewife now uses to 
ater for Mt system in 1937. Expenditure for 12 years no more replacements on an average pump and carry water, she could bake 
laundry CAPITAL INVESTMENT IN — Se to 1937 .......$121.54 than for its first ten years of service. or can at home, make butter or cheese 
riots expenditures ..... $ 10.13 Th. - ie ; 1 . 
ae 4 ce PUMPING SYSTEM es ee nied is , pe analysis —, top ot the cost = home, sit pte and sew at ara or 
erag 192 a 7 t sno be otec na lere was 18) 1e investment and Of maintaining dao any ot a aozen or more productive 
sh. W ee... $262.50 practically no expenditures during the and operating the system shows that things which will save m ny times the 
ouses 0 cylinder 24”x5’ tank, 60’ first seven years except for replacing it only cost $1.56 per month per family $1.56 each month which it costs us to 
new th wood rod and galvanized belts. —about 3 cents per day—to furnish maintain our automatic water supply 
usly, § aiiGnaeiken — In 1935, the motor commutator gave ourvelves with running water. system. i 
st ig aan BE Ue 20.00 out, after trying to repair it, we felt Is running water worth 3c per day? The greater comfort and the rise in 
(“that 10 years of service justified an en- From the standpoint of health and_ the standard of living, would then be 
$503.21 tirely new motor. The old motor convenience and cleanliness, it is all to the good. 
D1 SING 
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This modern electric specialty shop employs the complete electric kitchen display as the focal point of interest in selling prospects unit appliances. 


Model Electrical Shon 


THE SAMSEN GOOD HOUSEKEEPING SHOP 
OPENS AT FORT WAYNE, INDIANA 


Good Housekeeping ngenious indirect lighting arrange- ranges are presented in the perform- times in this modern electric 
bodying decorative an ments, utilizing Graybar “Silvray” ance of electric cookery. The center The Good Housekeeping 
features unique in the indirect lighting fixtures, provide per- of the store is devoted to display of which formerly was known as 

opened to the public fect illumination to the entire layout. radio consoles and armchair models Samsen Radio & Electric Comps y 
Paramount Theatre Not only is the decorative scheme of the latest design—presenting the was founded by J. E. Samsen eat! 
Wayne, Indiana. It mposing and effective, but the store’s largest selection of radios to be found in 1929 at 304 East Wayne St 

upwards of 3,000 entire make-up has been designed with in Fort Wayne. The featured lines Specializing in radio sales and servic 
large display the idea of emphasizing the compre- include Philco, Zenith, Crosley, Mo- the firm soon became known as ‘#4 

tore’s three-day hensive service available to patrons torola, Fada, Emerson and others. outstanding shop of its kind in t 
he opening cere ind prospective buyers of electrical The Easy and Crosley washing ma- community. It showed consisted 

were equipment for the home. chines are the makes presented by the growth even during the worst yeal 

\ throughly modern, beautifully store for economic home laundry of the depression, and with the ex 

rated kitchen in which a house- work. Full lines of small household pansion of its business and the addt 

may see the actual operation of appliances and giftwares are neatly tion of a line of kitchen appliances, 

an electric range, an electric refrig- stacked in an arrangement which per- move to larger quarters at 209 We 

erator, hot water heater, and all mits ready accessibility and easy dem- Wayne street was necessitated t™ 
other conveniences, constitutes but onstration. years ago. 

one portion of the display. The In the basement of the building is The new and larger establishmel 

‘itchen unit is also available for the located the radio and electric appli- which has a frontage of 45 feet @ 

use of those desiring information on ance repair department, also the East Wayne Street, is largely ™ 

on efficient kitchen planning, whether largest in the city. A complete line result of the prominence the firm Mf 

brown for a new or remodeled home. of radio parts, and tubes, for all makes gained since entering the hon appl 
room. Electromaster and Kelvinator electric of radios is carried in stock at all ance field. 
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meh moe — 


Above are shown the range and radio departments of the Good Housekeeping Shop at Fort Wayne. These pictures are taken in panoramic fashion to show the whole store. 


separate departments in the Good Housekeeping Shop,—a model for what a small store can be. 


Below, small appliances, radio, cleaners and parts have their 
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STEP-UP THE SALE 


ier who engages 
per month in re 
ssess1on of 
frequently 


mewh 


display case 
which was 
issistance of J. V 
inv to meet Mr 
This is in 
hromium trim 
und glass illumi 


+ + 


\t intervals 


This adjustable display case for small appliances is a feature 





at the Fresno Appliance Company. 


Some SMAL 


illumi 
backgrounds and adjust 
entire 
so made that shelves can be adjusted 
or removed at will and so that any 
time be taken down 


Thus in the 


re snecia 


lisplay cases with 
nated glass 


shelves. The fixture is 


ible 


part may at any 
ind stored sum 
in small appliances 


O anfot. } 
DrisK, the 


away 

mer, when interest 
is not whole 
may be 


with 


particularly 
reduced to two sets of shelves 


a central display feature, whereas 


will call for the 
It is planned to 


1 


still further by 


Christmas displays 


set-up 
he 


iten the case meta 


This Idaho Power window sold electric clocks. 





c 3 








letters over different sections, group 
ing appliances by make or by type. 

Arranged on tables near the door 
and also on these shelves are “gift” 
crockeryware, chests of plated silver- 
ware and other traffic builders. It 
is Mr. Kramer’s idea to give the cus- 
tomer every excuse to come to the 
after which he will attend to 
selling them. These giftware items 
are also valuable for stepping up a 
sale, along with the smaller appliances. 
The method is this:—After the cus- 
tomer has closed the purchase of some 
me of the larger articles, such as a 
range, refrigerator, or 


store, 


radio—some 
one of those appliances, in fact, on 
which terms are an accepted thing— 
discussing the amount of 
installment, Mr. Kramer 
question of 
gift article 


ind is 
monthly 
‘asually brings up the 


some other appliance or 


in which he thinks the customer migh 
be interested. Yes, he learns, the 
housewife would like to own a wafile 
iron or a set of silver, but that wil 
have to wait now until this larger 
purchase is over with. “But why not 
combine the two?” Suggests Mr 
Kramer, or his salesman. “Both can 
be written into the same contract; the 
payment each month will be so in 
finitesimally larger that the customer 
will hardly notice it. And ownership 
of both articles can be enjoyed in 
the meantime.” In a_ surprisingly 
large number of cases this argument 
works. The monthly payment 
really not much greater, spread over 
the generous time allotment and the 
merchandise is very tempting. Mr: 
Kramer figures that it is possible t 
step up a contract from $5 to $25 i 
this way in almost every case. 


IDAHO FEATURES CLOCKS 


7 XCEPTIONAL - sales __ results 

4ifrom a window display of electric 
clocks are reported by the 
store of the 


in Boise 


Pocatello 
Idaho Power Company 
In a ten day period the display, 
which was unaided by any other type 
of advertising, pulled customers into 
the store who bought forty-two elec- 


cl ind other small 


numerous 


MARCH, 


The Idaho Power Company 
executives feel that this instance 
trates the availability of prospects 
small appliances. Every utility 
pany store has a large influx of | 
who come to pay their service 
Well planned and tastefully ex« 
window and floor displays can 
these people buy items they h 
intended to buy upon enterin 


store. 
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MIXES TO MOTHER 
GOOSE 


T BECAME apparent to the home 

economics girls of the Oklahoma 
Gas & Electric Company, shortly after 
they began to promote the idea of 
mixer cooking, that some women 
tended to overbeat. Not realizing the 
efficiency of the mixer, they let it run 
on and on, until the leavening agent’s 
effectiveness was diminished. 








So we see Jewell Anne Counts 
showing how easy it is to get the 
proper amount of mixing done by 
running it to Mother Goose rhymes. 
Originally the idea was to count, but 
repeating poetry is easier, and takes a 
given amount of time to do so much 
mixing. Miss Counts is an Alpha 
Psi Omega from Oklahoma Univers- 
itv. The mixer is a Hamilton Beach. 





P P & L HOUSEWARES 


Jewell Counts of the Oklahoma Gas & Electric Company times her mixer with a Mother Goose rhyme. DRIVE 


ABLE appliances and labor sav- 
ing devices are featured articles 
with the Pacific Power and Light 


Company salesmen during the first 

three months of 1938. This “elec- 

; trical housewares campaign” is sched- 

/ uled to take advantage of the industry 


emphasis on adequate wiring and con- 
venience outlets. Local dealers are 
































— r tying-in with a newspaper and tele 
s 7, phone campaign. Quotas include 88 
rns, ue toasters, 90 coffee makers, 66 waffle 
a wae irons, 31 cookers and roasters, 17 sun 
that wi lamps, 48 mixers, 220 irons and 75 
Bviys clocks. 
sts Mr 
30th can 
as, At the left is an interior view of the "Fix-It" 
Di calla truck used by Utah Light & Power to chase 
>ustomer | Y down small appliance repair jobs. Below is 
wnership shown the exterior and the staff. 
joyed in 
prising!y 
rgument 
ment 
pad over 
and the 
ig. Mr 
ssible 5 ‘ 
o $25 | 
i 
Safin 
FIX-IT TRUCK IN UTAH AT pu SERVES 
Sg SS well 
Ari Truck, manned by four nearby homes, offering to repair free . ( 5 \t/ 
ny sales trained employees recently set out of charge (except for new parts used) An - 
ace illus ‘© visit some 10,000 residential and all wornout electrical appliances. 
pects for ‘arm customers on the lines of the The purpose is to restore current- 
le eis tah Power and Light Company. using equipment to the lines and also 
if sople This truck is completely outfitted with to uncover new prospects. During the 
‘ce bills ‘pair equipment, with work benches first thirteen weeks of operation the 
executed gg” Me interior. Method of operation truck made 3,200 calls in the Provo 
an make > to visit a rural community or resi- division. One repair was made in 
4 al ‘ntial neighborhood and park in a_ every four calls, at a cost per unit, 
eno the venient spot, from which the four of annual revenue which was compar- ae 
x ttendants in white uniforms visit able to other sales activities. 
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That's to the Farmer! 


With every factor most favor- 
able, Rural America promises 


greatly increased sales of pow- 
er washers in the spring of 1938. 


That's where the money is—a bet- 

ter market today than most metro- 
politan and industrial centers. The 
big farm income of last year, largest 
since 1929, is now ready to be spent. 


That's where the saturation point is lowest 
— where competition is not so keen — where 
there is the desire to purchase — where the 
need is the greatest. 


A POWER WASHER FIRST 
This spring, farm women will have a greater 
share of this increased income, to buy what 
they want for their homes — and a power 
washer is one of the first items on their lists. 


5 out of 6 U.S. farms are without electricity — 
with hi-lines coming slowly, and little prob- 
ability that there will be much change in this 
percentage for many years. These homes need 
power washers. 


TIRED OF WAITING 


Most farm women are tired of waiting for a 
hi-line. There is nothing to gain by waiting. 
There really is no difference between gas and 
electric washers. One starts as quickly as the 
other — they have the same features, advan- 
tages and economies — each relieves the user 
of the same amount of hard work — washing 
results are the same. 


The gas washer, purchased now,can always be 
nade over later into an electric model, easi- 


ly, and at very little expense 
—by adding an electric motor. 


Here’s a big market. The 5 out of 
every 6 farms without electricity 
are prospects for gas models. Over 
5,500,000 of such farms in the U. S. 


EASIER TO SELL 


It's easier to sell the 5 out of 6 without 
electricity if the washer you sell is powered 

by a Briggs & Stratton 4-cycle gasoline motor. 
It is built for women to use. More than a 
million in farm use testify to its dependable, 
trouble-free service, quick starting and econ- 
omy. This record places Briggs & Stratton gas- 
oline motors in first place with farmers today. 


Many purchasers will prefer the new washer 
models powered by a Briggs & Stratton Start- 
Charger — with the added feature of cranking 
motor electrically — and charging radio and 
other batteries while doing the wash. 


NOW IS THE TIME 


Now is the time to make farm sales — while 
all factors are in the dealer's favor. Now, while 
the farmer has ample time to talk to you. 





And now, too, is the time when Briggs & 
Stratton is helping to make sales the easier 
with its great spring advertising campaign in 
28 farm papers. 


See the representative of your washer manu- 
facturer at once for more detailed information 
on this farm market — and how to make these 
sales. Display and push gasoline washers that 
are powered by Briggs &Stratton. Go after farm 
sales now—while every factor is in your favor. 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U. S. A. 


Most dealers know that equipment “Powered by Briggs & Stratton” is easier to sell— 
not only power washers, but also lighting plants, pumps and water systems, lawn 
mowers, smal] tractors — and many other farm tools and equipment. 











BRIGGS & STRATTON 


MILWAUKEE WiS U 





GASOLINE 
MOTORS 
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Electric Cooking 


for 


OW COST 
HOUSING 


622 electric ranges and 1,622 elec- 
tri refrigerators—all at one 
That’s what happened 
the government’s low- 
ost housing projects jumps from 
ueprints to actuality, That, speci- 
ically, is what happened at the Wil- 
jamsburg, Brooklyn project. Others 
are on the way—either in the blue- 


“+L! 
SMACK . 


hen one of 


print stage or the first stages of con- 
truction. Another 
in Brooklyn—this one known 
Hook project—will ac- 
2.000 more 


I 


slum clearance 
project 
s the Red 
count for apartments. 
2,000 more ranges and 
efrigerators. Another at Long 
Island City will account for an addi- 
tional 1,800 ranges and refrigerators. 
Now when you sell 1,622 electric 
ranges (Hotpoint) in a housing proj- 
ect—to be 
income families that have never even 
seen an before—you 
Ihave a considerable probl ‘m of public 
education on your hands. In order 
to qualify for admission to this mod- 
m housing project, the families 
picked had to show that they had been 
iving in slums due for condemna- 
jon; that the salary of the bread- 
winner was not more than five times 
he rent of the apartment; and that 
they would abide by the fairly strict 
tules laid down by the management 
as a privilege of living in the Wil- 
liamsburg “little city.” Considering 


That means, 


used every day by low- 


electric range 


Ss 


One of the first consignments of 

ranges (Hotpoint) to be delivered. 

That's Bill Pierce of Hotpoint in the 
center. 


also that more than 20,000 families 
applied for 
1,622 apartments 
not hard to see 
ita privile ge. 
Rents run from $4.45 to $4.95 a 
week for a 


admission, where only 
were available, it is 


that they accounted 


two-room apartment, 
$5.05 to $5.80 for three rooms; $5.55 
to $5.65 a week for four rooms and 
$6.15 to $7.20 for five room units. 
These low rents are all payable week- 
ly and no leases of the usual variety 
are required. Electricity is also billed 
the same way—that is, there is a 
utility charge, separate from the rent, 


Brooklyn Edison home economists instructed the new tenants, fresh from 


the slums, in electric cookery. 


Most of them had never seen an electric 


range before. 
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which includes heat, lighting, hot and 
cold running water and electricity. 
Average bills run from $4.20 to $4.50 
a month for all these services. 

While electric cooking and refrig- 
eration (Westinghouse) are new 
enough wonders to the families so re 
cently moved in from the slums, it is 
not surprising that older and simpler 
comforts like bathrooms, running hot 
water and even windows evoked most 
of the first praise. About 90 per cent 
of the 461 buildings which were demol- 
ished in order that the $13,500,000 
Williamsburg project might be built, 
were 40 years old or more, Less than 
10 per cent of them were considered 
habitable even from a health stand- 
point. Most of them had no bath- 
rooms, no running hot water, one 
toilet to a floor and windows located 
in areaways that let in everything but 
light. 


2 iA 
I sd © 
se Chis M 


1622 Electric Ranges 
Go Into 
Williamsburg Project 
In Brooklyn, N. Y. 


Brooklyn Edison capitalized on the electric 
range” publicity with this window display 


But when the first excitement about 
these simple improvements on the 
new building had been experienced, 
the tenants were instructed in the use 
of the range by competent 
home economists. They were told 
about the laundry and ironing facil- 
ities in the basements where 150 two- 
unit electric laundry hotplates had 
been installed. And the record to 
date is that, out of the 1,622 families 
and the 8,000 people that make them 
up, electric scored a 


electric 


cookery has 
great success. 

It is useful to keep in mind, too, 
that a total of 7,802 electric ranges 
are being installed in similar projects 
throughout the country. Wherever 
they go they create new interest and 
new demand for electric cookery, In 
the same way the 16,000-odd refrig- 
erators are bringing a new standard 
of living in the same projects. 
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he thermo flasher Spell-O-Light system permitting the 
use of one or many units. Timing is secured by adjusting 
the knob, and the lever permits setting up single or group 
flashes. Units plug together to build up any required 
number of flashes 





bbe, 
play: 

\ far larger proportion of our acts 

ire the result of sudden. impulse than 

1f reason of which we so much 

boast”, wrote James Fenir ooper, * 

the a it T the “Le ither ~* ing 

Tales”. And, that is ; ment no C / 7 0) H 
Therefore, a display should be d © 

signed far as possible, to make het 












































cut-out cardboard provides copy space, cardk 
rear. Further, when the pointer has and balance. If you have an animating in a window in daytime; does not re- when turned on drown 
served its present purpose, it may be unit, it may be used instead of the quire dim window lighting at night; setting up a black and whi 


BIG features 
CONVENIENT 
ECONOMICAL 
CLEAN 
COOL 
FAST 
SAFE 


( Copy panel ) 





( Copy panel ) 





= = sia » inan Electric Range Dis play 


d¢ ‘ g stop 
front of 1 And so, here ¢ 
three action displays to vitalize that 
hay aot Satine oor » yrenp a By I. L. COCHRANE 

The Pointer. A red arrow, point 
ing to some one outstanding feature of 
an appliance, is still popular because it Che wire support on the motor is plished by gravity—overbalance the in the top and a blue one in th 
is hard to beat. However, this swing- the fulcrum, and to make the Gregory free end. By painting both sides of tom of the box, with two white lig 
ing arrow is slightly different; it may motor function properly, it is neces- the arrow it may be pointed right or at the sides. The red and blue | 
be placed anywhere; the height may sary to make the weight of the arrow left. continuously, giving to the disc 
be raised or lowered; and it is simple equal on both sides of the fulcrum. The Disc. This unit is based largely varied-color effect running from crit 
to construct. The one-piece fagade of Add weight, by glueing pieces of on the strong color qualities of Lami- son through to purple, into light 


board to the circle end of arrow, luxe, the new translucent display then dark blue. The white lights a 
and also hides the framework at the until both ends are equal in weight paper. The disc will have color value on a flasher (both on one 


line) a! 
the color 
te effect 


used to emphasize the important fea- motor suggested. A length of wire and the colors stand out under store change the appearance of the 
ture of a refrigerator, or other appli from the reciprocating arm to one lighting. on the drum. Use a good quali 
ance. Just strip off the cardboard side of the arrow pivot will pull that While you may select your own  quick-acting flasher. 

front, and make another to suit. end down; the return may be accom-_ color scheme, we suggest a red light The disc may be used as a separat 


A swinging arrow which can be raised or lowered and An action sign to call attention to six main features of a Front is cut from process board, circular section cut out 

made to point either right or left. Any shape of panel range. One panel after the other flashes on in sequence. and then the whole covered with Lamiluxe. The shadow 

may be used so long as it entirely covers the frame. Front is a piece of process board, or heavy cardboard, box behind changes the color of the disc and brighter 
Different appliances may use this display. cut-out panels, and a sheet of Lamiluxe over all. and lessens copy which is painted on the outside. 
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a \ “ piece of process board, three feet by eighteen inches, 
4o which is attached a sequence of six Spell-O-Light units, 
d 


one for each panel. Or attach six lamp sockets if another 
flasher is used. 


Will help you 
Modern 





1 the 

nite ug PP - ‘ h : 99 
blue Spring Showing 
ie disc 

rom cri 

light 

lights aii 

line) a 

he colosfmpnit, or in combination with the oval. 

> effect ufmet emphasizes your well-known range 

the or any other appliance later on. It 


yd qualisfmmay be worked by a flasher mechan- 


sm, and various other color effects 


1 sep roduced. The circle is cut from the 

rocess board covering; the sheet. of 

, Beamiluxe covers the entire face; and 

hy de oP) should be painted on the outside, 
| brighter: feo be legible at all times. 

outside. The Oval. This panel flashes on 

ne point of your range after another. 

t may be used separately or in con- 

Bunction with the disc. The process 

poard panel is of one piece, and the 

lumber “6” is an appliqued cut-out 

igure. Cut two lengths of 8-inch 

vide board to 3-feet and paint the 

ipper inside parts with glossy white 

paint or lacquer. The top board is 

lso painted white underneath. Place 

leats three inches apart (except top 

nd bottom) and on these cleats tack 

trips of white painted process board. 

Jn the back panel mount a set of six 

pell-O-Light units, into notches cut 

n the rear of each horizontal parti- 

m. Cut holes for ventilation. If 

sed in combination with the disc dis- 

‘ay, place the master unit of the 

asher in the disc; that unit will 

] alely carry 200 watts, but the other 

inits are rated at 75 watts—but 25 


ll probably be ample. 
olor schemes have not been sug- 
‘sted; these will, of course, suit your 
r plan and taste. However, paint 





Kite 


‘ECTRICAL MERCHANDISING—MARCH, 1938 








Oo , = 
| O F Ventilation - 
Rear pane! lL, holes 
wi peti- ; i 
0-Light sec: | O | Me ; 
tions arrang; ' a 
ed with one, O i, 
in each 3 p= 
compartmen O ; 
O 
o : 
: 
a 











ti 


oT 













te 


—- 
- 


I Red light’, 
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PDotted circle 
shows circumfer- 
ence of illumin- 


ated disc 
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tie in with the 
hen Bureau’s 


Drive.. 


the edges of the oval sequence open- 
ings in dull black. The Lamiluxe is 
mounted in one strip down the inside 
of the oval’s front panel, and slogans 
are letter on the inner side of the 
translucent paper. Standard and gen- 
eral words are used in the panels of 
the illustration merely as a suggestion. 
You will, of course, letter in six terms 
relating to the range on display. 

The Rhinelander Paper Co., Rhine- 
lander, Wis. make Lamiluxe, but it 
is now on sale at most leading art 
supply stores throughout the country. 
Enough 4- or 6-ply stock for both disc 
and oval should not cost more than 
$2.. Use only waterproof glues or 
cement. Duco makes an excellent ad- 
hesive, also Bond Cement No. 247 and 
Arabol 1557—No. 9. 

Spell-O-Light is made by Besbee 
Products Corporation, Trenton, N. J. 
and the set illustrated lists at $10.50, 
and extra units at $2, each. Many appli- 
ance dealers already have this device, 
which is used to spell out words and 
phrases, flash on and off various trans- 
parencies and in numerous flasher 
combinations. Of course, if you have 
a contact or a mercury tube flasher 
(as illustrated on page ——- February 
Electrical Merchandising) either may 
be used instead. The Right and Left 
Gregory Motor, for pointer, is made 
by Gregory Motors, 59 East 34th St., 
New York, and costs complete $4.00, 
each. 


Three strips of lumber and six of process board make up 
this shadow box. To the upper section of rear panel is 
attached the row of Spell-O-Lights at the left. 


ne 


ees 





Paint inside top red, and inside bottom blue to strengthe 


right corner of page 20. 


Cardboard pocket 


yes weer’ on arrow 


on motor 









Swinging 
arrow of light- 
weight cardboard 


Counter weight 


When not inuse 
ormature is just 
‘ entering coil 


Armature 











Equally spaced holes 
-~ and nuts and bolts 
change height 














i 


Heavy lumber at the bottom, %-inch strips for uprights. Ad- 

justable for height by changing bolts from one set of matched 

holes to another. Cover is mounted outward by placing card- 

board boxes between uprights, far enough out to allow pendulum 
to swing just back of the large circle. 
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intensity of color projection of Disc, as shown in lower 











HOW GENERAL ELECTRIC WASHERS QUTSOLD | 
THREE OTHER BRANDS.-COMBINED 



















BOUTELL'S 


MARTIN FRANKLIN 
Manager of 
Major-Appliance 

Department. 





—_— | r ( 
When the largest house fur- 


nishing store in the Northwest 
finds G-E Washers such a fast- 
selling line—the chances are that give-a 
the same washers (and ironers, vith n 
too) will also sell fast for you. a traile 
Why not invest a stamp to get I 
full particulars about the wash- 
ers and ironers that help make 
more money for you? 

Write to Home Laundry Equipment 35,00 
Section, Appliance and Merchandise f 


Department, General Electric Com- ; 
pany, Bridgeport, Connecticut. gave t 


Jour Gi Dislike. 
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OR several years the Gaertner 
Electric Company has used the 
Lindell Theater, a neighborhood 
eater of 2,200 seating capacity, for 
give-a-ways, contests, etc., tying in 
vith merchandise displays in the lobby, 
iler on the screen, and when pos- 
sible, using the title of the film as 
ir advertising caption, or lead line 
the North St. Louis Community 
News, our advertising newspaper of 
5,000 circulation. Whenever this sort 
| promotion has been used, it usually 
gave the results of a well placed “shot 
» arm” to an otherwise dull sea- 

on, or slow period. 
Our last cooking demonstration held 
n Sept. 29th at 11 o’clock at night, 
rovided the largest attendance ever to 
ttend a cooking School in St. Louis, 
ther than that of the St. Louis “Globe 
Vemocrat.” E. O. Cooke of G.E. 
Supply Corp. of St. Louis, and James 
bersch of Hotpoint, cooperated in put- 





ing over that unusual show which 
ad an actual attendance of 1,200 
people. 


Due to the particularly clean demon- 
‘tration and real theatrical presenta- 
tion of electric cookery, which was 
made at that time, I was offered the 
tity wide tie-in with the St. Louis 
Amusement Co., Fox Theater, and the 
Fane! on Marco Group for the Month 
ot December. 


Since the promotion was too large 
for any one dealer. I sold the idea to 
G.E. Supply Co., and received a leave 
from the Gaertner Elec. 
Sales Manager, to 


of absence 
Co., where I am 
handle the deal. 
In handling the details or mechanics 
of the promotion, I first had a meet- 
ing with the manager of the Fox 
Theater, and the three district man- 
agers for the St. Louis Amusement 
Co., at the Fanchon Marco 
where they agreed to the following: 

They would allow the dealers to 
make a lobby display in each neigh- 
borhood theater. 

Furnish a trailer for each dealer 
with his own signature. 

Furnish a Hollywood Production 
Trailer with a commercial announce- 
ment regarding our merchandise. 

Furnish a cut out of Betty Grable 
for all dealers to use in window 
trim and tie-in. 

Display full line of Hotpoint 
Merchandise and G.E. Radio on the 
Elevator orchestra pit at the Fox 
Theater. 

List all cooperating dealers in the 
lobby of the theater. 

Furnish display card covering the 
give-away of each individual dealer 
at each neighborhood theater. 

To make these displays exclusive. 
No other electrical merchandise 


office, 
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By 
Paul B. MacNamara, 


Sales Manager, 
Gaertner Electric Co., 
St. Louis, Mo 





would be displayed, advertised or 

used for any purpose in any of the 

theaters during the time of this pro- 

motion. 

With these things agreed to, and in 
writing, I approached G.E. Supply 
where Mr. Julian Sampson accepted 


us Sell APPLIANCES 


the promotion, primarily for radio but 
told me to go ahead with it as a full 
line advertising promotion. Through 
Mr. Julian Sampson, G.E. Supply 
agreed to give away $650.00 retail list, 
of Merchandise at the Fox Theater on 
Dec. 23, and $50.00 retail list, of Mer- 
chandise at each of the thirteen neigh- 
borhood houses on the same date, and 
agreed to pay me a set price of so 
much money for handling the entire 
promotion. 

On Christmas Day, the Fox Theater 
opened with the World Premiere of 
“Thrill of a Lifetime”’—first starring 
vehicle of Betty Grable, and second 
major production of Miss Fanchon, 
of Fanchon and Marco. To give a 
build up, and to attempt the publicity 
and splendor of a Hollywood Pre- 
miere, was out of the question here, 
but, city wide advertising and publicity 
was desired. To that end, and to pub- 
licize the new 1938 Hotpoint Line and 
the 1938 G.E. Radio, thirteen electri- 
cal dealers made lobby displays in 
thirteen neighborhood theaters whose 
seating capacity ranged from nine 
hundred to twenty-two hundred. 

In each neighborhood theater a 
Holiywood Production trailer was 
shown, in which Miss Fanchen intro- 
duced the stars of “Thrill of a life- 
time” supposedly by Long distance 

(Please turn to page 20) 
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VACUUM CLEANER 
MOTORS 













OF EVERY 


from tiny ones 
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like this 
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Ir was back in 1915 that this company’s motor engineers 
introduced new principles of vacuum cleaner motor design 


which put an end to the industry’s early motor troubles 


and cleared the track for progress. 


Since that time many new sizes and types of portable 
vacuum cleaners have been developed—and in the devel- 
opment of these new models many vacuum cleaner manu- 
facturers have turned to this company for the solution to 


their motor problems. 


Today, asa result, this company is producing vacuum 
cleaner motors in sizes ranging from tiny 2-lb. motors 
used in the smallest household cleaners to big 35-lb. mo- 


tors used in large, portable stage-type cleaners for hotel, 


apartment and garage service. 


Today, also, as in the past, manufacturers are drawing 
upon the long experience of this company’s engineers to 
assist them in developing new and improved types of 


vacuum cleaners which will contribute to the industry’s 


further progress. 


big ones 


EN |. 





How a Movie Theatre 


CONTINUED 





telephone, to Mr. Arthur of the St. 
Louis office of Fanchon Marco, and 
after the introduction of the stars, 
picked up a letter and as reading said 
—“Mr. Arthur, I am very glad to hear 
about the tie-in you have made with 
General Electric for our Premiere in 
St. Louis.” Then ran a signature 
trailer covering the December 23rd 
give-a-away at the neighborhood 
theater with the name and address of 
the dealer being plugged twice, and 
the Hotpoint merchandise and G.E. 
radio copy running throughout this 
presentation, 

On December 23rd, at eight thirty, 
at all neighborhood theaters, each 
dealer handled his own show and 
gave away the “Thrill of a Lifetime” 
Gifts, at the same time, the manager 
of the Fox theater gave away the 
major prizes, two Hotpoint Ranges, 
One Hotpoint Refrigerator, two G.E. 
Radios and a group of small appli- 
ances from the Fox stage in the names 
of the cooperating dealers. 

In addition the display in the lobbies 
of the thirteen neighborhood theaters, 
the Fox, one of St. Louis’ largest 
first run houses, had the full line, 
Ranges, Refrigerators, Home Laundry 
Equipment. Sweepers, Dishwasher 
Sink Combination, and General Elec- 
tric Radio, on the sixty foot Elevator 
Orchestra Pit, backed by a black silk 
drape, and the new Hotpoint Neon 
sign centered behind the merchandise. 
his was raised four times a day, once 
between each complete show. A sound 
track made a two minute commercial 
announcement plugging the entire line, 
and closed with the suggestion that the 
patrons see the complete line at their 
nearest dealers. 





This was a very dramatic display, 
that did excite plenty of oh’s and ah’s 
from the audience. Imagine if you 
can, the entire theater in darkness, 
the Elevator coming up and as soon 
as the tops of the refrigerators were 
above the floor line, dim lights from 
the foots illuminated the whole thing. 
The Stage drop was down, and a voice 
over the P.A. system plugging the 


FROM 





Helped Sell Appliances 
















PAGE 19% 











whole line while the elevator co: 
upward and the lights became bright. 
When the elevator reached its top 3 
the whole display could be s 
lights were bright including spot 
the radios, the center of the display 
As the pit lowered, the voice continue 
the plugging of the line, and the ligh: 
gradually dimmed until nothing cou 
be seen but a dim red glow of th 
Hotpoint sign, now submerged in th 
pit. The cycle of operation from star 
to finish was two minutes fiftee 
seconds. 

Some dealers took advantage of thi 
tie in and used the “Thrill of a Lif. 
time” caption in their Community A 
vertising papers, such as Get you 
“Thrill of a Lifetime” with the new 
General Electric Radio, Etc. | | 
out several ads for dealers, who + 
ported sales from the ads. 

All in all it was a very successiu 
promotion, for a period of two weeks 
immediately preceding Christmas 
seventy five thousand people, accori-§ 
ing to theater attendance receipts 
were exposed to Hotpoint merchan- 
dise and G.E. Radio Displays, and | 
to see and hear the commercial plug 


















and signature on the Hollywood ICA 
Trailer previewing the Premier 1 1 
“Thrill of a Lifetime”. 

These displays together with 
downtown newspaper advertising a: 
neighborhood advertising, made St d 

. . ged, 
Louis conscious that they would r 
ceive their “Thrill of a Lifetime” iffind i 






they owned one or more of these new 
1938 Hotpoint Appliances or the 1938 
G.E. Radio. 

In this promotion, the theater peo; 
tell me, I have scooped the country 
and have accomplished two : 
never done before. First, I am the 

















you 
only one to use, or to commercial) 
ete ‘a wd 
advertise, by display, on any eleva 
orchestra pit. This has never been § emp! 





done in any theater in the countr 
before. Secondly, there never has been P28: 
a Hollywood trailer previewing an) 
picture in which any merchandise 
trade name was specifically showt 
mentioned. 







































The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 


universal motors to the improvement of their products. 




















BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application 








“YOU'D LIKE TO PAY CASH? I'M AFRAID I'LL HAVE TO ASK FOR REFERENCES 


of Universal Motors BEING YOUR REQUEST IS SO UNUSUAL." 
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SAFETY RELEASE 


When safety bar is pressed, top 


these new 
the 1938 


miere off 2 WRINGER ! Att: Men who sell washers roll assembly instantly lifts and 
with {1 swings outward releasing all 
ising a1 There is no other wringer that has the pressure. Both rolls come to a 
nade Si eed, built-in strength and the safety features dead stop, with power in the 
WOE 9 entire wringer fully disengaged. 
etime’ iifund in this new Speed Queen Super—Duty Safety-—Roll 


SWING-AWAY TOP 


When pressure is released, the 
ler peoj We could talk about our unexcelled washing top roll assembly swings away 


‘wr 


leaving a 2°4” clearance be- 


nger. 





coun") feed, beauty, bowl-shaped tub, double walls, etc. — 


oO 


a ‘ ; tween the two rolls. This is not 
| am the ft you know from your own experience that wringers 


nese only an excellent safety feature, 

nercially : ; 

elevator 9° Play an important part in every sale, and we want but it also makes cleaning rolls 

ver beet } emphasize the sales value of our new Super—Duty — 

has been Pinger. AUTOMATIC EXCESS- 

ving an) PRESSURE RELEASE 

_ Based on dealer and consumer reactions If wringer should be overloaded 
ready obtained, we can truthfully and conservatively to the extreme, pressure auto- 
y that this is the best wringer on any present day matically releases. This elimi- 
— nates possibility of jamming, 
her! through careless feeding. Need- 

a) less to say, this is also a strong 


It will take a brand of punishment that 


safety feature. 


SINGLE CONTROL 
— | And it will take only one LEVER 


To close wringer, simply give a 


uld ruin the average wringer in one demonstration. 


demonstration to prove to you 





quarter-turn lift on the single 
that you can sell more washers control lever. No parts to put 
during the next 10 months with together, no turning—nothing. 
Just a quarter-turn lift. Pres- 


Speed Queen and this new 
4 Q sure is self-adjusting. Drainboard 


; ; ; ; 
wringer on your floor! tilts automatically with direc- 


ti f ri i yr. 
Perhaps you would like to see wallet 


it. Just drop us a line. 4 HEAVY 
COIL SPRINGS 


Yours very truly, 
Four, husky, coil springs pro- 


BARLOW & SEELIG MFG. CO. 


ERENCES vide the pressure which gives 
this new wringer its thorough, 
Ce, uniform wringing _ efficiency. 
is NG . ” . . i> 
These springs are easily adjust- 
y President able, although adjustment under 
: : : i RY BARLOW & SEELIG MFG. CO.. ordinary condition’ will never 
’ rahe RIPON, W be __necessa 





or How To Get Rid of 


Them Gas Ranges 


by Sam Farnsworth 
Serviceman 
Pat Electric Shops 
Los Angeles, Calif. 


Editor: 

The situation has arisen among 
dealers on the West Coast, and we 
presume throughout the country, as 


to a convenient method of disposing 


of gas ranges being traded in for 
electric 

With the presentation of new elec- 
tric made by all the 


manufacturers during the present sea- 


ranges being 
son we foresee, with no little trepida- 
tion, the prospect of this problem be 


coming even more acute. 


Now we do not mean to suggest 
that the material that follows will 
serve as a panacea for all dealers 


but we do maintain that 
a solution, and it is effective. 
We offer our suggestion in the form 
of a playlet. The 
scene is any sales- 
room in the early 
evening. There 
are numerous 
models of new 
electric ranges on 
display. A sales- 
man lurks in the 
shadows and slith- 
ers to the front 
as a mild man- 
nered male pros- 
pect enters, alone: 
Salesman : Good 
evening, sir. 
Customer : Yes? 


at all times, 
it is 


Sales: May I show you something 
this evening, sir? 

Cust: Yeah. 

Sales: Uh . well . . . Well, sir, 


we have the finest merchandise in the 
world on display here. Everything, 


absolutely everything, for the mod- 
ern home. Refrigerators, washers, 
ironers, radios and, ah... stoves... 

Cust: I been hearin’ lots about 
‘lectrical cookin’. Lemme see an 
electric stove. 

Sales: An electric range? Well, 
now we do have electric ranges, of 
course.... But, we just today got in 


an appliance which far outstrips 
electrical cooking. I might add that 
it has outstripped electrical cookery 
I refer proudly 
to this excellent gas range here. 
Cust: I got one. I wanna see— 
S: You have one? Fine, fine. 1 
can readily see that it will be a simple 
matter for you to appreciate the su- 
perior gas cooking 
What kind of a gas range have you? 


for years and years 


advantages of 
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I'd like to 


C: Jus’ like that’n. 


S: Like this one? That’s wonder 


ful. A stove just like this one in 
your own home. Well, well. Of 
course you'd like this one, too. Must 


I point out the advantage? Set it up 
alongside the present stove in your 
home and immediately you have twice 
the cooking space, Six burners in- 
stead of three. Two ovens. 

C: Yeah, that’s true. But I really 
wanted to see an electric 

S: I begin to understand. My man, 
you are the victim of a very extensive 
so called educational program. Now 
that is no detriment to you; I have 
run across many in just your circum- 
stance. But, my 
friend, let us look 
at things in their 
true light. You 
came in wanting 
to learn about a 


newfangled con- 

Le traption which 
r. 4 " you have read 
FF. ¥ about in the 
er papers; while all 

Ned you really need to 

do is to learn to 

1 appreciate that 

‘ Y, hich v ~ady 
( which you already 
have. All this 

time that you have 

owned your gas range you have 


not fully appreciated its unsurpassable 
excellence as a servant in your kitchen. 
C: Mebbe so, but this is a mighty 


beautiful stove over here. Is it 
elect-———— 

S: Beautiful, you say? Beautiful! 
Cleopatra was beautiful also, my 


friend. You know what her beauty 
did to Caesar and to Mare An- 
thony! It’s the same in this very in- 
stance! Electric 
ranges are bright, 
shiny, and clean on 
their surfaces. They 
even supply you with 
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small scouring pads to preserve that 
lustre when you buy one. Then what 
happens? Your wife gets up early one 
morning and puts your breakfast 
cereal on to boil. The doorbell rings. 
The phone rings. The baby starts 
crying. She is flustered, excited, in a 
hurry. To keep the cereal from boil- 
ing over she gives the pot a shove to 
one side quickly, and runs to answer 
the phone .. . or the baby. With that 
gentle shove, intended innocently to 
get the pot off the element, the pot in- 
stead glides smoothly over that highly 
polished surface, and off onto the 
floor. And, believe me, sir, linoleum 
adds a distinctly disagreeable flavor 
to the very best breakfast cereal you 
can buy. 

C: Astounding. I 
ized 

S: No, of course you didn’t 
Now let us consider the other, the 
rosier, side of this same picture, You 
have this lovely little gas range in 


never real- 
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your home. The same cycle 0! 
events transpire. Your wife is in the 
same dither. She shoves the cereal 
off the burner and hastens to answer 
the baby . or the phone. There's 
no use for her to answer the doorbell 
it’s probably someone trying to sell 
electric stoves, anyway. This time 
the pot slides safely off the fire an 
stops. Stops just as surely as if she 
were there to calmly set it aside. Be 
cause, you see, there is a fine layer 0! 
sticky accumulation on the surface 0! 
the gas range. A layer of substanct 
adhesive enough to stop the heaviest 
pot. See? Feel along here. 

C: I never thought of that. 

S: No, of course you 
thought of that. But you begin to se 
now that what you needed to lear 
was how to use your gas range, and 
not how to undermine your marital 
bliss with a newfangled electrical 
contraption. 

C: I don’t see where you put the 
stove pipe on this electric stove here 

S: Absolutely not! There is 10 
place. They can’t have one. Do you 
know why we have a stove pipe lead 
ing from the gas range? Well, sit, 
there’s a story... . When steamships 
gradually began to replace sailing 
ships on the high seas they carried 


neve! 


masts and sails for emergency ses: 
Even after steamships had re hed 
the point of perfection where this was 


no longer necessary they were 1 ced 
to carry masts as a measure for s¢ 
curing public confidence. Now ‘het, 
when stoves began to rej lace 
wood burners the manufacturer- put 
stove pipes on them simply be «ust 
(Please turn to page 89) 
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hildren Demonstrate Safety Features . . . Featuring the reliability and sefety 


dvantages of electric cookery, The May Company of Los Angeles recently staged an 
Rective cooking school at which a couple of twins and a small maid of three played a 
rominent part. The demonstration was in the capable hands of Ann Martin, home 
conomics supervisor for the Bureau of Power and Light, who introduced the children 
nd helped in pointing out the moral as they displayed a very capable mastery of electric 
tches and temperature controls. The 99-year-old Avery twins, Patricia and Priscilla, 
ade Health Apples with the approval of the audience, while the very little Miss of 
ree years, Joan Barclay, had her finger in everything. She was very effective in 
emonstrating the safety of the electric range and its advantages in educating the small 
d who delights in helping mama. She made a great hit with the audience, who 
emed to be particularly taken with her frank statement that she had no intention of 
ecoming a cook when she grew up. Her ambition is to be an actress! 
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Cooking School for Very Young Housewives . . . » unique school for electric 


cookery was that held during the holiday season in the auditoriums of two Los Angeles 
department stores by home economists from the Bureau of Power and Light. The ranges 
used for the demonstration were about twelve inches high and the audience (and an 
interested and eager one it was) consisted of children of all ages. 
by Mrs. Norma Newton and Mrs. Fay Newsome of the Bureau staff, assisted ably by 


Instruction was given 


small daughters of Bureau employees. Of course, no !0-inch pies and cakes could be 
included on the menu, but the cookery lesson was a serious one and actual biscuits and 
cakes were prepared and baked in the toy ranges. A thimble was used as a biscuit 
cutter. Animal shaped cookies were also popular with the young cooks. Several hundred 
young girls attended these classes and eagerly asked questions after the demonstrations. 
Not only was the season for toy ranges in Los Angeles considerably enhanced, but the 
lesson of the safety, cleanliness and ease of electricity for cooking was brought home to 
mothers as well as daughters by these two Saturday afternoon parties. 
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DELCO FANS , 


Enable you to make 4-way profits because 
with them you can cover the entire cooling 
and ventilating field, viz., 


1. Delco Desk, Wall, and Ventilating Fans for 
the Quality Market 


2. Delco Northeaster Desk, Wall, and Venti- 
lating Fans for the Price Market 


3. Delco the 
Market 


4. Delco Exhaust and Ventilating Fans for the 
Industrial Market 


A 


Aircirculators for Business 


The new Delco line includes new Ventilating 
and Exhaust Fans and supplementary Aircircu- 
lator models which offer brand new money 
making opportunities. The entire line is fully 
guaranteed, and each and every fan will give 
the years of carefree service that you expect 
from a product of General Motors. 


Send for the 1938 Catalog 


Find out about these new fans and the care- 
fully prepared sales helps Delco furnishes to 
stimulate interest and help create volume 
sales. 







THE TWO NEW ITEMS 


Delco Exhaust Delco Wall Box 
12” 16” 18” 24” 30” , = 
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Salesmen's Personalities Dominate 


This Advertising Copy 


AMPAIGNS on major appliances 
are run frequently, with close at- 
tention paid to details, by Hogg Bros., 
Salem, Ore. The store, with its vari- 


has been posed and photographed | 
forehand for just such continge1 

The photograph in each case is tal 
with the man smiling and pointing 


ous branches, maintains a staff of 12 some object, looking up at the 
to 15 outside appliance salesmen. Spe- time as though addressing an 
cial effort is made at all times to keep ence 

the personalities of these salesmen be With the photographs availabl 


built up 
them. The salesman may be p 


fore the public and help them indi- broadside is then 
vidually to build up a following. 
In special campaigns, district to important type matter in a | 


is broadsided, though not necessarily a cut of an appliance, or used i1 


each 


on the particular appliance to be cam- ous other ways which may 
paigned. This is done as a preliminary themselves to the layout artist 
and has the effect of getting advance’ thermore, this little stunt of 
prospects who may be followed when’ the men photographed in thi 


} ’ 


In such lends itself to newspaper advert 
of the 


district a 


the real concentration begins. 


broadsides, the personalities copy, even small space, as in that 


salesmen in each particular single salesman may be used 
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are featured. Mr. Carl Hogg has hit point out and emphasize some 
upon a rather novel way of accom-_ of the advertising. The appeal 
| plishing this, as will be seen in the copy is more definite and at th 


time people are familiarized wit! 


| reproduction. 
) face of the salesman 


Every salesman in the organization 


LET ‘em See The Old Washers, 
SAYS DEALER—— 


| FUST like some men cling to old 
ppl hats with unexplainable 
tenacity, so some women cling to old 
washing machines. In fact there is a 
strong sentimental attachment between 
|some women and an ancient washing 


to trade in their machines f 
they place an exorbitant value u 
old machines. 

For this very reason, E. L. S 
owner of the Schmidt Furnit 
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machine, and when such women wa" 
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ELEC 


1inee Falls, Wisconsin, saves all 


his old washers in an alley back of 

ia ire, and when a woman tries to 

‘ rel n that he should allow her more 
h Bhan her old washer is worth, on the 
murchase of a new machine, he leads 


itside to the alley. 

— “Lady,” he says. “These are old 
S Mwashers just like yours. They were 

gf@wonderful in their day, but they really 
SALE ren't worth a nickel today. I couldn’t 
——es\fece]} them to anybody. When I get 
rare nough of these old machines together 
— Mm use an axe, smash them up and use 
"—|fithem for firewood; so you see I am 








a ~- 
=|MBhonest with you when I tell you I | 
== \fikcan’t allow you what you ask for your 
ee . PP lig 
= ld machine. 













A practical demonstration like this 
ssually does the trick. The woman’s 
nthusiasm for the worth of her old 
washer gradually wanes, and she is 
willing to talk reasonable terms. Thus 
me Peschmidt makes many sales. That old 
} HURRY) BEpile of washers in the alley serves a 
1 

006 Low ag moble purpose. 
PER DAY 


——— 
& 
——_—— 






Automatic DUO-DISC 
Washers, Radios, and 
Refrigerators 



















ASTOUNDING 
PROPOSAL! 

ite” 
Will Pay 


thie 
| $3.00 
| THREE DOLLARS 


to Any Woman Who 
| Sees This Amazing New 


Electric Range 
And Then Buys Any Other 
Electric Range Anywhere 

b 


aphed : 


Do YOU want to know 
how this was done? 















Write, wire or phone—plans telling 


HOW sent FREE on request 


aap + 

















Think of it!—in ONE week—Northwestern Elec- 
tric Co. of Reading, Pa., rang up $6,523.05 in 
sales, sold 71 Automatic Duo-Disc Washers, Radios 
and Refrigerators, and developed 574 prospects. 
There IS a record!—And yet, such records are 
actually becoming regular occurrences with “Auto- 
matic Dealers” everywhere . . . Down in Phoenix, 
Arizona, a dealer closed $6,949.33 sales; another 
up in Muskegon, Michigan, $16,753.00—all in 
ONE week! And so it goes all over—for the 
“Automatic Line”—with its Stokes Silent Drive, 
Duo-Disc Agitator and many other superior fea- 
; tures—PLUS!—this NEW sure-fire Selling Plan— 
2% ser nrcenctn a cstsesesD TOP son es has what it “takes” to SMASH RECORDS... 

: » What others are doing—you can do, too! Wire, 
write or phone for FREE Plan telling HOW— 
today—before some other “live wire” in your 
locality beats you to it. 








~ howe 4 


that e ; his Beautiful New 


ELECTRIC RANGE 


Is a Nationally Known Favorite! 


T is of the most advanced design—full-size 








le teat of 


lee tr aad you'll recewe ow 


We Carry All Nationally Known Electric Ranges 


Westinghouse ... Hotpoint . . . Kelvinator 
General Electric . . . Electromaster 


| WD _-aqSEREEPING) _‘o**sits 
| GOOD ss: CEHOP So. 
1415 BROADWAY 


52! Woodward 9225 Grand River 14215 E. Jefferson 
Graues 6855 Michigan 11347 Jos. Campau 


Automatic Washer Company 
219 W. Third St. Newton, lowa 


pen Evemungs 








| 

FFERING to pay $3.00 to any | 

7 woman who inspected a new type | 

t electric range and then bought an- | 
other make within 10 days brought 

quick response to the Good House- 

Ke Shop chain in Detroit re- | 

















We ‘ll gamble the ‘bank’ on our | 
clef that we have the greatest value | 
ottered to electric range buyers in | 
t,” the company declared in 


rge vertising space | e 
men watt i ‘he ype of range featured was not | bhae at 1 Cc 


ne ading to curiosity on the part 
el p. wveruisement readers and acting as Ps The Automatic Line for 1938 includes 7 models of 
additional lure to draw people into Washers, 5 electric and 2 with Gas Engine, including 
. e 3 D ‘ Model 72 illustrated, a washer with rich sparkling 
S.- mid ompanys seven etroit stores, beauty and chromium fittings. The new Model 54 Auto- 
che . mnar Reis = WAS H E a x matic Ironer, shown above, is a fitting companion to 
ats Npany officials said. hens washens. 
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Continual service facilities are a 










By 


Howard 


necessity in the department store 
appliance department. 


Herpolsheimer’s, Grand Rapids, not only 
keep their appliance customers happy but 


make money doing it. 








In April of this year, therefore, the “Especially in the summer and holi- 
store took over its own adjustment day months is this true, when re- 
service. frigeration must function properly at 


Furthermore, according to Raven~ all times, under a peak load, in order 
craft, the store now carries 15,000 to prevent costly food spoilage. The 
open accounts and 40,000 contract ac- same is true for washing machines 
counts on its books. It was felt that and ironers, which must function per- 
if the store wished to maintain a_ fectly on wash days. 


























sizeable appliance division, some sort “At regular seasons we maintain a 
of servicing and adjustment would be full time crew of three men for this 
necessary on these time sales. service. In peak periods, it has been 


Exterior of the Herpolsheimer appli- Robert A. 


“Since April of this year,” Mr. necessary for us to add another two 
ance store. ¢ ¢ 


Ravencraft reported, “We have main-_ skilled mechanics. Each man is a 
tained this twenty-four hour service, specialist in some form of electrical 














































































































Ravencroft, 


Silbar 


Robles, left, with E. A. 
Herpolsheimer appliance 
division manager. 


twenty-four hour service on and have found it is decidedly profit- or gas service adjustment, and since accounts carried on the 
ljustment of all appliances is able in more ways than one. they are paid time and a half for patrons of the appliance service 
gular feature of the “In the first place, our minimum service in irregular hours, this ap- feel confident to call the 
Herpolsheimer Department Store’ charge a service call is usually pliance adjustment service is as well store for service, knowing that 
Applian livision in Grand Rapids, between $1.25 and $1.50, depending worth their time as it is ours.” would not have to pay cash 
Mich. And not only the any-time upon the work to be done. We have The service not only extends to dis- service, and that the charge 
ervice a regular feature, but it is a found that we do not run into direct abled wash machines and refrigera- be added to the regular 
rratifyingly prosperous one too, ac- competition with the light or power tors, but also includes work on all the ctatement. The customer of the 
cording to E. A. Ravencraft, man- companies in Grand Rapids and their smaller units and appliances, Raven- jce would thus not be paying 
ager of the ippl ince tore. offers of free service; but we are craft added. The men are able to outright, and then have no ré 

Herpolsheimer’s is the largest d confident that our service is in many fix radios, motors of any kind, and jf the service adjustment failed 
partment store in western Michigan, cases a decided benefit to our regu- will even make a call to change a pair the appliance properly. 
ind has been in business well over lar patrons as well as a convenience fuse. The appliance service 
50 year It was founded by a fam- to the public in general desiring serv- The appliance division maintains a jpyaluable in itself for 
ily of the early merchants in Grand ice. special arrangement with the local good-will, but it also is 
Rapids. Gradually it grew and ex- “If an electric or gas refrigerator telephone company in Grand Rapids, contact for the sales departme: 
panded its own main store; and then should suddenly balk, and go wrong, whereby all calls to the store itself the service men, out on a jo! 
when conditions warranted, the sepa- we are equipped to fix the trouble at after hours are answered by the op- that the repairs on a particula 
rate appliance store was opened di- any time of day or night. We realize erator in the company, and referred will be extensive and costly, 
rectly across the street from the build- that the home owner cannot always’ to the proper man who is able to fix port is made back to the 
ing get the prompt, free service that he the appliance. Three special listings tore office. 

After the main store had opened its so badly needs, and that he will be are taken in the yellow section of the A salesman is then dispatc 
ippliance division in 1935, it was willing to pay for help, and hence telephone directory for this purpose. the particular home where th: 
found that service was necessary on will call our department for imme- The management of the store feels ig being done, and thus has a ji 
appliances and units sold on contract. diate aid that because of the great number of (Please turn to page 32) 
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Mr. Dealer! Mr. Distributor! ... 
All OF MAIN STREET IS YOUR MARKET 
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| BLOE FLASH REFRIGERATOR! 


Never before has any commercial refrigerator offered Dealers and Distributors such a 
huge, new market and such unusual profit possibilities as the Brunswick BLUE FLASH 
Table-Top Electric Refrigerator. It opens up a great, new avenue of extra sales for you! 





















. A A Tremendous New Source of Profits! This remarkable performance is possible only because of the exclu- 
pliance : ‘ a: ‘ . ages 
Every merchant who sells or serves foods or beverages is a prospect sive, Brunswick S-Sided Refrigeration Principle. 
for one or more of these amazing, new refrigerators! The BLUE L . 

: owest Cost per ic Foot! 

= FLASH is the only refrigerator that meets a//] requirements—that c per Cubic Foot 

el can be used for either WET or DRY Refrigeration—for beverages or | What's more, the BLUE FLASH sells at the lowest cost per cubic 
a for foods. foot. It saves shelf space — and can be used as a table, as a counter, 
f : - or as an island display! No wonder that the Brunswick BLUE FLASH 
‘wou Lowest Operating Cost — Fastest Cooling Speed! is making such phenomenal sales records! Whether you are a 
monthl In addition, the BLUE FLASH operates at the lowest cost and the Distributor or a Dealer, you will find the complete line of three 
the serv- fastest cooling speed of any commercial refrigerator on the market. attractive models a profitable addition to your regular business. 
ing 

" Write to 

Appliance Division THE BRUNSWICK-BALKE-COLLENDER CO. 

Id 633 SOUTH WABASH AVE., CHICAGO, ILL. 

ne 
ne 

° 4 * = 

- § Alright! Give Us the Whole Story! 
“9 I am interested in full Appliance Division, The Brunswick-Balke-Collender Co. 

éa about the 633 South Wabash Ave., Chicago, Il. 

ee ee lO ee ees _ BLUE FLASH Table-Top yome 

utc clusive franchise. 
the Ww ‘Send details or have Address 
, jt _ Tepresentative call. City State 
») 7 
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SELLING 
POINTS! 


ONE-HAND PORTABILITY 


The mixer slides off 
the stand with one 
hand—there is noth- 
ing to release or de- 
tach. You can take 
it anywhere—mix in 


any bowl or pan. 


2 


ONE-HAND OPERATION 


The speed control 
switch is located so it 
can be operated with 
the thumb of the 
same hand that holds 
the mixer — leaving 
the other hand en- 


tirely free. 


BOWL 


The bowl revolves 
automatically — and 
can be shifted while 
mixing by use of 
a simple lever, to 
prevent the mixture 
from piling up. As- 
sures thorough mix- 
ing. 


ONE-PIECE BEATERS 


Full-depth double 
beaters are in one 
unit. They are at- 
tached by a single 
thumb screw — and 
can be detached and 
cleaned without soil- 


ing the hands. 
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ITS 4 PLUS FEATURES 


GIVE YOU 
EXTRA 








CONTROL 



















You're never lost for words when selling the 
Hamilton Beach Food Mixer. In addition to its 
full power at all speeds, wide speed range and 
modern design, the Hamilton Beach has 4 plus 
features—extra advantages for greater cooking 
convenience. That means extra selling points for 
you—each easily demonstrated—all helping you 


to make quick, sure sales. Emphasize these fea- 
tures. Show every customer how much more she 
gets with a Hamilton Beach at no added cost. 


WE'RE TELLING 
9,000,000 HOUSEWIVES 


Women are learning about these 4 plus features 
even before they enter your store. We're sending 
millions of messages into their homes through 
the widely read rotogravure section of Sunday 
newspapers. Each message tells them about the 
advantages of these special Hamilton Beach fea- 
tures—urges them to ask for a demonstration at 
your store. 


4 


POWERFUL SALES HELPS 
FURNISHED FREE 


For the dealer we supply an impressive assembly 
of tie-up material—appealing window and 
counter displays, folders, mailing cards and news- 
paper mats—all free on request. For downright 
customer satisfaction, easier sales and bigger 
food mixer profits, put your effort behind the 
Hamilton Beach. Your wholesaler will supply 
you. Write to us for free dealer helps. 


HAMILTON BEACH COMPANY, RACINE, WIS. 


Division of Scovill Manufacturing Company 





F 


HAMILTON BEACH 
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24-Hour Service 


ques CONTINUED FROM PAGE 30mm 


“in” and a lead on which to base | ; 
sales talk for a new unit. However 
Mr. Ravencraft emphasizes the poir 
that the salesmen merely make thes 
calls as friendly missionaries, to se J 
how extensive the job will be, an/ 
then, perhaps, to make suggestion: 
on the advantages of the newer and 
modern models of the piece of equip- 
ment in question. At no time, how- 
ever, does the salesman urge the pur. 
chase of new equipment rather thar 
the repair of the old unit, for th 
management feels that such action 
would be antagonistic to the house. 
wife and homeowner. 

Since the 24-hour service is part ; 
the good will of the store, it is neces 
sary to maintain the good-will as suc! } 
and not lose the customers throug 
flagrant sales methods. Hence, 
the salesman is sent calling on 
particular case, he uses extreme tact 
in his sales arguments. 

The appliance store has a regula 
advertising space in the daily ar 
weekly advertisements of the mair 
store, the ads usually being small 
serts, about two inches square. 1 
copy for this advertisement stresse: 
the 24-hour service and urges the ger 
eral home owner as well as the patror 
of the appliance store to take a 
vantage of the store service, a! 
charge account if he has one, by call 
ing the service department at any tim 
something in line of home appliance: 
or motors goes wrong. 

Special mailing cards are sent regu 
larly to those persons having cor 
tract accounts, and stuffers are regu 
larly being inclosed in all stateme: 
envelopes mailed each month to 
customers of the store. 




















Idaho Power 
Encourages Socket 
Appliance Sales 








ELIEVING that socket appliances 

should not be neglected in build- 
ing a well balanced utility load, th 
Idaho Power Company has adopted 4 
comprehensive program for encourag 
ing the sale of this equipment. Chie! 
items on this schedule include: | 
Active dealer cooperative plan; (-) 
salesmen selling all appliances ané 
services; (3) store activities wi! 
window and floor displays and dé 
strations; (4) home service calls at 
demonstrations, selling use and als 
making direct sales of appliances; (5 
general employee participation in 
such as the annual fall Mazda 
campaign; (6) traveling display: 
through use of a kitchen coach | 
ticularly in small communities 4! 
rural districts. Health and labor sa\ 
ing devices are shown and demot- 
strated, although there was no se’ ling 
directly from the coach. This vea' 
several trailers are to be used, ‘rot 
which direct sales and deliveries ca! 
be made, 
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Diagram of a simple type 
of desert air 


conditioner 
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Air Conditioning..Bvr 


Some 4,000 families out 


in Southern California 


are cooling their homes with these contraptions 


By Clotilde 


O USED is the eastern coast of 
this country to the expression 
“It isn’t the heat, it’s the humid- 
ity” that the fact is frequently over- 
looked that there is a large area in the 
West and Southwest section of these 
United States which is strong on heat 
(especially in the late summer 
months) but almost without any hu- 


midity at all. In the desert and agri- 
~oql¢ ¢ " ; y 
ultural areas of Arizona, New 
ge 

Mexico and central and southern 


California and in many other sections 
f the “dry belt”, where summer rains 
ire unknown and agriculture is made 
f only by irrigation, summer 

eratures of from 110 deg. to 120 
leg. are not uncommon. Humidity, 
other hand, 


i} 
S le 


1 the is so low that it 
metimes seems as though a little 


ture would actually help to make 


the heat more bearable. 

The proper answer to the problem, 
' Course, is air conditioning and this 
ndeed has been the section of the 
untry which has been the first to 


lopt in an impressive way this latest 
lectricity’s gifts to man’s com- 

Hotels, theaters, business houses 
nd new homes are very generally be- 


ne 


€ provided with complete air con- 
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Grunsky 


ditioning outfits which chill the air in 
summer and regulate its moisture con- 


tent to the most desirable point. Even 
old homes are being outfitted and 


many are finding that room unit air 
conditioners will 
where it is needed. 

But there remains a group of house- 
holders who feel that proper air con- 
ditioning equipment is still beyond 
their means, but would nevertheless 
like to do something about relieving 
the heat. It was about three years ago 
that some of these people began to 
hear rumors about a little contraption 
that you could rig up with a little 
mineral wool or excelsior and a venti 
alting fan at practically no cost at all. 
It raises the humidity in the 


give satisfaction 


house 
considerably, but it was said to drop 
the temperature sometimes 20 degrees. 
They got designs from people who 
had them and began to put up strange 
looking structures at the windows of 
their homes. 

The electrical industry did not know 
what to make of first. There 
has been a lot of loose talk about air 
conditioning from people who had no 
right to use the term and the elec- 


trical man in some regions was apt to 


this at 
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Store installation outside under canopy 


Typical installation outside a 
small house in the desert country 







grow a little aloof and superior when 
such a que stionable type of house cool- 
ing suggested. He didn’t dis 
courage it exactly, but he wanted it 
understood that it 
ditioning at all. Perhaps 
afraid that it would delay the justifi- 
ably proper acceptance of real air con 
ditioning. At 
though he were just a little ashamed 
of the number of makeshift contrap- 
tions which were springing up on his 
lines. 

Not so the Nevada-California Elec- 
trical Corporation. This utility serves 
an area in southern California and 
Nevada, with headquarters in River 
side, which includes in its expanse the 
famous Death Valley and that basin 
known as the Imperial Valley or 
locally by its Mexican title of ‘La 
Palma de la Mano de Dios” (The 
Palm of the Hand of God) which is 


Was 


was not air con 
he was 


any rate he acted as 


the spot farthest below sea level on 
this continent. 

Some two years and a half ago 
these little desert coolers began ap- 


pearing on their lines. They were 
homemade affairs and they had nu- 
merous defects, but they spread like 
wildfire. Soon there two or 
three hundred of them in the valley. 
Then the University of California was 
induced to study the principles in 
volved and to advise through their 
agricultural service how some of the 
faults could be cured. Later a manu- 
facturer or two started putting out 
units. Now there are eight manu- 
facturers in the field. There are from 
3,500 to 4,000 of the installations 
already reported on the lines of the 
and 
year 
in this district, about 
550 of the units by the 
pany Chey are ready 
now to retire from active pioneer work 
and to let the impetus of thx 
ment carry it along, while they ad- 
vance to the next step of selling 
people who have learned the 
; ae 


were 


more going in 


2.000 of 


power company 
rapidly. Last 
them were sold 


some 


power com- 


itself. about 


move- 


these 

advant 

ages of a cool house how much better 

that coolness would be if accompanied 

by the benefits of air conditioning as 
(Please turn to page 44) 
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Average Air Conditioning Load, in Horsepower, 
Added by Power Companies 


1,399.54 
Hp. 


1935 1936 1937 


Based on Figures Supplied by 116 Power Cos. in 1937 and 1936, 


and 59 Power Companies in 1935 


CHART NO. 1 


Average Number of Air Conditioning Installations 
Added by Representative Power Companies 
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ling air conditioning di — a . 4 vate 
‘ ared to those promoting 1935 — Average Co., 49.69 Installations (Based on Figures from 55 Cos.) that 
ae vad Gentian date 1936 — Average Co., 57.27 Installations (Based on Figures from 79 Cos.) i. 
: 1937 — Average Co., 80.31 Installations (Based on Figures from 111 Cos.) 
t ny Lit * Ex | epart 
leale in tl tt 
| iluable 
tioning CHART NO. 2 
é t Nn iT ® 
ELECTRICAL MER 
CHA I] (; i never hee r 
iced to § > presentation, we at Of primary interest in a compila to 1,399.54 horsepower added company reported a slight incr 
me chart ver tion of this nature is the amount of 1937. The year 1937, by all odds, 57.27 installation; but in 1937 
act enti ne I ub ve business actually done in the three the biggest year air condition- average power company re] 
e tre yt the bust years Chart No. 1. shows that, has had to date. 80.31 installations made. 
¢ ul whereas 1935 and 1936 ran almost is natural to wonder what caused If we examine this chart evet 
nd it ex neck and neck in average load in _ this big increase in the average power closely we see that in 1935 
that while th horsepower added by individual power company’s business \ glance at  laneous_ installati ns, which 
rom approx ompanies, that 1937 took a big jump No. 2 shows at least one of the industrial and factory jobs, rai 
anies in 1935, 80 « thead The figures show 896.54 reasons, In 1935, the average com ahead of 1936 and 1937. Som 
pounce i 1936 and 110 companies in horsepower added in 1935; 890.26 pany reported 49.69 installations made like saturation began to be evi 
1937, erages hold good horsepower added in 1936 and then a its lines; in 1936, the average in the next two years, howev 
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CHART NO. 3 


Number of Dealers Selling Air Conditioning, 
per Average Power Company 
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Based on Figures Supplied by 109 Power Cos. in 1937, 72 Power Cos. in 1936 


and 52 Power Companies in 1935 








Percentage of Power Companies Selling Air 


Some power company statis- Conditioning Direct 


tics on horse-power load 
added; average number of 


installations and distribu- 


Do Not Sell Direct 


ing methods 


Baied on Figures Supplied by 114 Power Cos. in 1937, 80 Power Cos. in 1936, and 59 Power Cos. in 1935 


CHART NO. 4 





the total in this type dropped below —at least in the number of individual of outlets—a third as many dealers any direct effort in the merchandising 


ner 
1937 


re 


DIS NG 





fices, studios, residences, and retail installations reported if not in total going after air conditioning business of air conditioning and is supple- 
stores. Department stores, hotels, horsepower. in 1937 as in 1935. On the other menting this direct activity with en 
fice buildings and even theatres have To get another line on the reason hand, the number of power companies’ gineering and advisory service to a 
maintained a fairly even level for the big increase in business in _ selling air conditioning equipment di- growing number of independent dis- 
throughout the three years with 1937, take a look at chart No. 3. rect to the customer has declined from tributing organizations in the field. 
theatres showing slight advances each This chart shows that, in 1935, the 33.90 per cent in 1935 to 25 per cent As in many other items the power 


yea 3ut it is to the classifications 
which include small retail stores, pri- 
vate offices and studios and residences 
that we have to look to see where the 
big increase in business has been done 


average power company territory had 
8.3 dealers selling air conditioning ; in 
1936, this had increased to 9.6—not 
very impressive—but in 1937 the 
aumber went to 12.3. Multiplication 


in 1936 and, finally, to 18.42 per cent 
in 1937. 

The obvious tendency shown here is 
that the generally 
speaking, is gradually retiring from 


power company, 


Percentage of Power Companies Financing Air 
Conditioning Sales on Installment Contracts 


19.28% 


: 13.08% 


64.91% 


Oem, feb ae tial lalet 


Figures Supplied by 111 Power Cos. in 1937, 78 Power Companies in 1936, and 57 Power Cos. in 1935 





CHART NO. 5 
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company has done a valuable pioneer- 
ing job in promoting and selling the 
equipment while it was in the intro- 
ductory stage and is now relying on 
a purely promotional and 
job to the industry. . 

A further proof of this trend is 
contained in Chart No. 5 which shows 
the percentage of power 
which have set up a financing service 
conditioning instalment 
1935, with 33.90 per cent 
selling air conditioning di 


advisory 


companies 
on air con- 
tracts. In 
of them 


rect, 35.09 financed the sale of air 
conditioning equipment. Today, with 
only 18.42 per cent of them selling 


direct, only 20.72 per cent find it nec 
essary to finance instalment contracts 

All in all, the 
unified 


charts reproduced 


here tell a story and should 


serve a useful purpose in pointing out 


t ~ 


the trends in a new and 


industry which has been sadly in need 
documentation. 


important 


of adeauate 
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Albert A. Hoppe, 
Oklahoma Electric Supply Co., 
finds utility co-operation helpful 


for 
omplete 






Home 


FRENCHMAN once said that 
he could go on reading Alex 


ander Dumas’ 
teers” forever if Alexander wou 








show Lit litioning 
, ’ H \ A. Hop vas Frio 
r Ok } weaser ta 1 ; . Nel 
a ea ig When f¢ +1 
berately chose Oklahoma City 


intrigued 


EI 


T 


ing.” their officials said. 


e 
Tiasilcaal 


He found Oklahoma City sold on modern 
lighting, and open minded on air con- 
ditioning 


The Oklahoma Gas & Electric Company 
gave him the benefit of a lot of promotion 


the Oklahoma 
ectric Supply Company. “We don’t 
w anything about air condition 
“All right,” 
We'll 


29-year-old 


do. 


‘plied Albert Hoppe. “I 
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Nine years’ Frigidaire ex- 
perience prepared Albert 
A. Hoppe for his start in 
air conditioning 















eres 





set up an air conditioning department 
and I’ll work on a 50-50 basis 
you.” 

So that is how it all started. Hop; 
went to the Carrier school and learne? 
his ABCs. He did $5,000 the 
year, and in 1937 chalked up $15 
000. In Oklahoma City his hous: 

39 commercial installations, using & 
tons of refrigeration, and 37 
jobs using 57 tons. 

With the Oklahoma Gas & El 
Company strewing posies for air 
ditioning, Hoppe didn’t have a great 
deal of selling to do at first. T! 
house employed two engineers, one 
whom was sent to the Carrier sc 
and an installation foreman. Duct 
work, which runs into a lot of m 
is handed out on contracts. In 
years time, the house has only fina 
three jobs. Air conditioning customer 
seem to all be 
boys. 























cash on the barrel 
“You can write down that we | 
only $600 worth of equipment i 
basement,” Mr. Hoppe told Elect: 
Merchandising. “And that we op 
in 300 sq.ft. of sj 
\lthough there has been little 
thanks Oklahoma G 
Electric Company and Earle W. ‘ 
its air 





our department 


selling, 





conditioning specialist, 

theless the firm is building machi: 
Deale 
contractors 
as bird dogs about 


with an eye to the future. 
nearly all electrical 


being set-up 


state. A chance to make from 
40% of the gross profits and « 


part of the installation work is 
sidered inducement enough to 
action. 


(Please turn to page 40) 
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rt 
WITH G-E AIR CIRCULATORS 
You can earn big profits by selling General General Electric Air Circulators provide effec- 
Electric Air Circulators. This is your chance tive ventilation and circulation. They drive 
of the springtime! out hot air and odors — and pull in fresh, 
e , cool air. 
Everywhere, there will be a summer demand for 
man-made aidstocomfort. Supplythisdemand The Deluxe model is particularly suitable for 
at low cost with rigidly built G-E Air Circula- locations exposed to public view. If the estab- 
tors. Quiet and economical, they offer lasting lishment is large, or if constant smoke and 
value—and they'll make lastingfriendsfor you. odors necessitate more frequent air changes, 
: — suggest the Giant. Th tilit I is 
: General Electric Air Circulators sell fast on hed age “4 U lity model! is 
: | : : : ‘ ' adapted to attic installations, ceiling suspen- 
: demonstration. No complicated installation .. , : : 
: : sion or floor use — its closed construction 
1 —just plug them in as you sakes it aii 
; / would an electric fan. ' 
,; You can sell a type For positive springtime profits, handle 
of G-E Air Cireu- General Electric Air Circulators. Write your 
N lator for each and General Electric Distributor today, or mail 
a every purpose! the coupon to the General Electric Company. 
| aa ) 
WV yy / A FOR: Restaurants @ Dress 
- Shops @ Night Clubs @ Offices 
a P Ss er Hospitals @ Stores @ Beauty 
& Shops @ Barber Shops @ Laun- 
| —— dries @ Libraries © Dance Halls 
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Hot weather is Breez- 


| Distributors 
Dealers! 
There's Money for You 


in Next 


The last few 


Air Attic Fan weather. 


summers have proved that statement in a very substantial and 


profitable way to Buffalo distributors and dealers. 


If you have a good sal 


“comer”, we urge you 


es organization and want to add a real 


to write or wire at once for complete 


information while good territories are still available. 


When you see our sales building plan, you will be interested. 


BUFFALO FORGE COMPANY 
205 MORTIMER ST., BUFFALO, N. Y. 


Branch Engin 


In Canada: Canadian 





BREEZ-A 
ATTIC 
FANS 


for 


HOME CO 


Principal Cities 


Blower & Forge Co., Ltd., Kitchener, Ont. 


eering Offices in 


Buffalo Breez-Air Attic Fans are turned on after 
They the 
of hot, sultry air, and draw in the cool night air. 


sundown. remove day's accumulation 


Thousands of home owners in your city will want 


this Summer Comfort. 


MFORT COOLING 











In the 37 residences that Hoppe has 
air conditioned, three bought complete 
conditioning at an average cost of 


$3,500. Of the remainder, 12 were 
cooled, and 22 bought room coolers 
at the start. All the domestic jobs, 


except one, have switchover apparatus 
which permits directing the air in 
various parts of the house. 

“The room cooler is only ground 
work for a complete job,” said Mr. 
Hoppe. “Five or six dealers have sold 


(Please turn to page 42) 


Two Typical Installations 


Complete Home Air Conditioning 


CONTINUED FROM PAGE 3@ 





— 


them for us, and invariably they over. 
sell, with the inevitable trade-in on ; 
complete unit.” 

Since Colonel Hoppe was primari! 





an installation man, Electrical Mer 
chandising asked him to dive into t 





old feed bag and give readers the real : 
low down on what’s what in air 
ditioning. 


Air conditioning, in his opinio 
not really a package proposition. 
an engineering—electrical contra: 


sm et. lhl Porte «My 


so Ais seca all 








R. F. J. WILLIAMS (OLD HOME) 


Winter Air Conditioning 


Contract price received $700.00. 


A om te i li arti len ll a 













Carrier Equipment $1,147.00 
Freight 101.36 
Controls 75.46 
Wooden Floor Grilles 29.00 
Uni-flo Grilles 32.00 
Steam fitting and plumbing 150.14 
Labor for installation 119.63 
Cartage 24.00 
Plasterer 12.00 
Cement and lumber 5.00 
Duct work sheet metal 400.00 
Electric wiring 56.00 
Miscellaneous . 80.00 
Total Costs without overhead. $2,231.50 
Contract price $2,804.75. 
Later the cooling equipment was installed. 
Carrier Equipment $410.30 
Freight 22.28 
Plumbing . 17.00 
Wiring 63.27 
Labor 44.05 
Materials, Copper, valves, etc 107.26 
Total Cost without overhead. $664.16 




















Spray Nozzles 

Duct Work 

Grilles . 

Plumbing and steam fitting 
Insulation 

Controls . 

Freight 

Electric Wiring 

Labor 





MARK KLEEDEN (NEW HOME) 


Air Conditioning 
This plant has a capacity of 6 tons for cooling and uses a steam 
boiler for heating. Fully automatic and zoned. 


Material Copper pipe freon, etc 


Total Cost without overhead 
Contract Price received for above job $3,776.00. 







$10.50 
687.05 
72.96 
90.66 
42.25 
236.74 
91.21 
265.40 
134.90 
210.24 











$3,312.2 






a 
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LEC 


| Bohnson Announces 


imat 


1) 


on A GREAT NEW DEVELOPMENT 


1ir 


“tt IN SPACE COOLERS 


























HIGHLY DEVELOPED 
COMPACT 
$1.50 POWERFUL 
SELF-CONTAINED 
This sensational Space Cooler meets the demand for a 
simple unit to successfully air-condition single rooms. NO WATE R PIPES 
It is a highly developed, self-contained electric refrig- TO CON NECT 
eration plant of the twin cylinder compressor type. Air is 
circulated over cold coils where it is cooled, de-humidi- N 
eee fied and cleaned—then distributed throughout the room. 0 ple WIRING 
ied It offers the refreshing comfort of a mountain cabin 0 INSTALL 
to people in homes, in offices, in hospitals, hotels, clubs. Its popular 
price brings it within the reach of thousands of doctors, dentists, NO EXTRA FLOO 
lawyers, sufferers from hay fever, and others who have long wanted SPA CE R R 
aoa a DEPENDable product of this type. E QUI RED 
It is the product of Johnson Motors, builders of the world famous 
Sea-Horse Outboard Motors, household electric refrigerators and FITS ON WINDOW SILL 
_— other products of outstanding quality. More than five years in refrig- 
7 eration, with many notable developments to its credit, have given 
Johnson a perfect background for this latest achievement. . — oe SEAnEST 
DISTRIBUTORS: DEALERS: The Johnson Space Cooler is going GHT SOCKET 
places! It will make real money for you—this season. Investigate! 
Distributors and dealers are signing up. Complete information will COOL, CLEAN DE-HU 
be sent to you immediately upon request. MIDIFIED AIR ‘“ 
JOHNSON MOTORS 
REFRIGERATOR DIVISION, 1810 MONMOUTH BLVD., GALESBURG, ILL. 
OUNSON S. Cacler 
312.2 
* 
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Air Conditioning | 
exes CONTINUED FROM PAGE 40 mmm fy | 
: | 
affair. Prospects should be selecte 
e among those with homes worth $7 50) 
up, with an income of at least $4.00) 
year. If there is sickness or old 
people in the family, income docvsn't 
count so much. With a 3¢ rate f 
| electricity in Oklahoma City, air con 
| ditioning is going to cost at least $15 
a month, and Mr. Hoppe thinks it 
| takes a man with a $4,000 income + 
blow that much. 
Residences in Oklahoma City of 
this type generally use gas for heat 
ing, which costs the owner 45« per 
thousand feet. Water for cooling con 
° o densers costs 20¢ per thousand gal 
lons. As a result evaporative cot 
the Rolls Royce densers are employed on 74 installa- 
tions. This costs $75 additional, but 
Gh ‘ uses only around 15 gallons of water 
f Vn batons. per month. 
“Frankly, we have lost money or 
So far ahead of the field, there is no our residential jobs,” says Hoppe 
“On them you are dealing with womer 
comparison! Note the mony new, ex- and have many more service calls 
, , i clusive, outstanding features such as Families have a less distinct under 
Words fail to describe Fresh’nd-Aire's andine of what they want. Of ¢ 
Special Custom Built Motors py a + Ve ae ‘he 
many exclusive features. They mean much > _ | room coolers we put out in the las 
to you—the success of your sales efforts— G. E. and Westinghouse two years, only fifty stuck, and # 
the guarantee of customer good will. ie Speed Control for All Condi- remainder came back for bigger plants 
Fresh'nd-Aire offers you the best at low tions. (Not just 1 or 2) Incidently, you might add that tl a 
homes putting in the $3,500 plants rar 


prices—prices made possible by skillful, 
volume production in one of the finest 
equipped factories devoted exclusively to 
the manufacture of fans. 


Exclusive Dial Indicator of i. Tats 1 $25,000. It will | 

Speeds, and many other Features . i See see 

P A Y lower than this in the future 

course.” 

Low Stand and Wall Model a ape ee 

If he were asked to give advice 
other electrical firms considering ; 
Chrome plated base and motor shell. Telescoping tube conditioning, Mr. Hoppe says thes 
for high stand is also chrome plated. The base is : 
beautifully designed—its antique ivory finish adds : 
attractiveness to surroundings anywhere! (Not the 1. They must have an engin 

homely black finish ordinarily seen.) (costing $150 a month). 


2. They must know: 


| Electrical contracting busines 
Refrigeration. 
Carpentering. 
How to lay masonry for bas 
Sheet metal work. 
Plumbing. 
Steam fitting. 


Same parts for either mountin 

To fully appreciate Fresh’nd-Aire, you : 7 
must , 
would be the requirements: 







See iG—ns beauty and efficiency 


of design are most striking—an entirely new 
conception of custom, master craftsmanship, 


challenging all comparison. 














Listen to it—1 runs like a fine 


watch— almost inaudible on the lower 


speeds—unbelievably quiet on the highest Naturally much of this can be 
let-—Oklahoma Electric Supply ‘ 


“tir 


does some of that—but the contract 


speeds. Its hushed and effortless flow of 


tremendous power is truly amazing. 
’ : , ‘ and refrigeration information 
Then you'll agree with prominent engi- 


neers who have tested Fresh’nd-Aire that it 


damental. 

Then, too, a beginning dealer 
be prepared for sales expense. 1! 
Mr. Hoppe, thanks to the pior 
work of the Oklahoma Gas & Elec 
Company, was spared at the start 


mic 












is in a class by itself, and that you will 





profit greatly by aggressively selling 
Fresh'nd-Aire. 




















New Low List Prices: 


17 inch ... $27.50 22 inch... $42.50 
20 inch... $32.50 26 inch... $47.50 


By Far the Greatest Value 
on the Market! 













Get Full Details Today From 


FRESH’ND-AIRE COMPANY 


2626 WASHINGTON BLVD. e« CHICAGO "7 aie to the electric compeny #” 


paid her back bills—the poor kid we: lost" 
the dark” 















ELEC 
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NO MOVING PART TOUCHES THE CLOTHES...WASHES 
SILKS, LACES, WOOLENS — EVERYTHING — SAFELY, PERFECTLY 


When 500 Water Flex dealers recently met in Chicago it 
gave us an opportunity to find out how highly they re- 
garded this revolutionary washing method. At the conclu- 
sion of the meeting we came away with a new appreciation 
of how much Water Flex is doing for the dealers who have 
been alert enough to take it on. 

One thing was very evident—the dealer who sells a Water Flex Washer in 
1938 need not be worried about profits. He already is getting far more than 
his share of sales. His percent of closes is higher than ever before and there 
is so much interest in this wonderful new washing method that he can even 
get demonstrations before women’s groups and clubs! Can you do that with 
your conventional type washer—regardless of make—or style—or tub—or 
wringer? No! Women only flock to that which is new. different and practical. 
Water Flex is all that! The Water Flex method is the only one by which 


anything that water will not harm can be washed in a Water Flex equipped 
washer. There is no agitator. No moving part ever touches the clothes! Yet 
nationally known testing laboratories show that it washes perfectly—and 
with far less wear on the clothes. 

Let Water Flex show you the way to assure washer profits in 1938. Write us 
or get in touch with one of the following maufacturers: 

COPPES, INC., Washer Division, BEAM MANUFACTURING CO. 
Nappanee, Indiana Webster City, lowa 
ONWARD MANUFACTURING CO. LTD. Kitchener, Ontario 


THE BIRDSELL CORPORATION 


103 SOUTH COLUMBIA ST., SOUTH BEND, IND. 


THE BIRDSELL NAME HAS STOOD FOR FINE MACHINERY SINCE 1855 
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TIME, 


MARTHES DN 


SELF-STARTING 
ELECTRIC NUMERAL 


4 


CHIEFTAIN 


Retail $4.95 


Retail $5.95 
TIME AT A GLANCE 


CHATHAM —N 


walnut hand rubbed 
t ' ne wr - 
i”, depth 7 
Retail $6.9 
TIME AT A GLANCE 


IMPERIAL-—N 
ed vane N 
epth 4%". Retail $7.95 
TIME AT A GLANCE 


4RCTURUS—N 722, walnut hand rubbed 
beautiful plan finish Shipping wt 1% 


7%”, height 4”, depth 4” 


Retail $7.95 
TIME AT A GLANCE 


le brown leather wit! 
pping wt. 2 Ib 
depth 3%” 
Retail $17.96 
TIME AT A GLANCE 


See your Jobber or write direct to 


THE PENNWOOD CO. 


Pioneers of Numeral Clocks 


Dept. E, 7525 Kensington Sr., 


me ae el) ee Se 
470 Daniels Drive, Beverly Hills, California 


Pittsburgh, Pa 


It Isn’t Air Conditioning, But— 





} 


well have not converted many 


to full tallations yet, but they feel 
that they have a public that is taking 
the first step and will want more later. 
Essentially the desert cooler is noth- 
but a wet air filter plus a powerful 
Indians used to 


the same results 


iw tan Phe 


iccomplish somewhat 


by use of a wet straw pile. Our 


ioneer housewives used the principle 


they wrapped the butter in a 


and dipped one end of 


cloth 


the spring The system when 


to house cooling consists of 


iir into the interior ot 
through a wet 


Ti 
neraliy 


porous 
excelsior, and 
lowering its temperature 
The Imperial 


high wet 


evaporation 
has comparatively 
nperatures, using desert stand 
added humidity is a 
dered, but with 110 
and 80 deg. wet bulb, it is 
about 8&5 
relative 


ind the 
be consi 
outsid 
to bring in air at 

90 deg., 


They 


which is a 
also filter the air while 
doing it free it 
of dust, but of 


and almost 
course this 
the screens clog up 
the filter ma- 
month 


rapidly and must have 


terials renewed at about two 


One form provides a box with a 


filter mat of excelsior at one end, 
Kept This 


is supplied with water from a dripping 


in place between screens. 


1 } 1 
cock above to keep 


p it damp and has a 


connected to a trough 
+} 


drain below 
which conducts 
area in need of 


house end of the box, usually attached 


e water to a garden 
irrigation. At the 
to a window, is an electric fan which 
directs the cool air into the house. 

The area of the wet filter in the ex- 
perience of John Manzel, air condi- 
Nevada Cali- 


should be great 


tioning expert of the 
fornia Electric Corp., 

enough to keep the air velocity through 
it at 200 ft 


r 


to furnish one 


below per min. and yet 
air change every three 
minutes for the area being supplied 
[his continual change is necessary be- 
f the high humidity resulting 
would 


cause 


from the evaporation which 


Ss a 
y oe 
-_—- 


; 
; 


Another installation in a small home 





CONTINUED FROM PAGE 35 


otherwise produce a feeling of dis 
comfort. 

has been attained by 
use of a exhaust fan at the 
other end of the room or house. This 
produces a current of air which makes 
a high humidity 
Such an installation, with an evapo- 


Satisfaction 
second 


less objectionable. 
rative cooler in the door at one end 
and an fan in the 
at the is giving satisfaction in 
radio broadcasting room at El 
Centro. All sorts of places, in fact, 
have these installations—stores, barber 
theaters. The Imperial 
Court House has_ them 
outside several windows. 


exhaust window 
other 


the 


shops, offices, 
County 

plastered 
One theater in Brawley last year had 
barn outside with walls 
made of excelsior and with a big fan 
Another 
Centro which makes a 
its outdoor auditorium 
movies in the summer uses a huge ex- 


a regular 


blowing the cool air inside. 
theater in EI 
feature of for 


celsior screen with a big airplane fan 


to blow the cool air all over the out- 
door audience. 

Other factors to be taken account of 
in the installation are the importance 
shaded at all 
times, and also some method of keep- 


ing the 


of having the cooler 
excelsior clean and free from 
This wood wool is inclined to 
allowed to dry out and fre- 
quent renewals are necessary if the 
growth becomes ab- 
Turpentine added to the 
is sometimes used to reduce the 
and efforts are being made to 
find a _ suitable mineral substance 
which can be treated with copper sul- 
phate and free from this 
trouble. At the present time it is cus- 


algae. 
rot if 
odor from algae 
jectionable. 
water 
odor 


will be 


tomary to change the packing every 
two months or thereabouts. 

If more than room is to be 
cooled, probably the two fans, one at 
the cooler and one for exhaust, will 
be necessary. The most efficient sys- 
tem would draw in air from the cellar 
and discharge it into the attic, with 
the provision, of course, that the gable 
ends should be open so that the air 
flow through the living quarters is not 
obstructed. 


one 


Insulation is of course important, 
both roof and unshaded windows be- 
ing a source of unnecessary influx of 
Installation of thermal insula- 
tion in the ordinary 5- or 6-room single 


heat. 


storied cottage need cost no more than 
from $60 to $75. Redwood bark fiber, 
diatomaceous earth and processed rice 
Glass wool 
batting 2-in. thek can be installed for 
about 5 cents per sq.ft. Aluminum 
foil insulation and rigid insulation of 
cane fiber as a backing for plaster are 
effective but slightly more expensive. 

Complete air conditioning still re- 
mains the only truly satisfactory and 
scientific means of providing summer 
comfort during hot weather, but al- 
most any of these methods will give 
partial relief. Ceiling insulation and a 
forced ventilating system, or a desert 
cooler are within the means of prac- 
tically every householder. 
any longer from summer heat? 


hulls are in common use. 
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Why suffer | 
BLO 


You can still 
be in the money! 


*3,000 
in CASH PRIZES 


To Promote a Banner 

Year for Electric 

Water Heater Sales 
4460 tail salesmen of util- 
ities and dealers on 


“How I Sell Electric Water 
Heaters.’’ Contests every 
month through 1938. 

water heater win- 


250 dow displays by util- 


ities and dealers. Contest 
closes June 30, 1938. 
paper advertising 


400 campaigns on elec- 


tric water heaters by utilities 
and dealers. Contest closes 


July 31, 1938. 
for the best all- 


1,000 around electric 


water heater job by an oper- 
ating utility company in 1938. 
papers by utility 


2 000 executives and 


engineers on “Advisability of 
Competitive Water Heating 
Rate and Advantages of the 
Water Heater Load.” Closes 
May 1, 1938. 


A ae 


For letters from re- 


For the best electric 


For the best news- 


And a silver cup 


For the best 


DETAILED INFORMATION 


and contest rules have been 
released to all operating util- 
ity companies and local Mod- 
ern Kitchen Bureaus. Ask 
for information or write to 


NATIONAL ELECTRIC WATER HEATING COUNCIL 


THE MODERN KITCHEN BUREAU 


420 LEXINGTON AVE. 
NEW YORK, N. Y. 
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REFRIGERATORS 


THE GREATEST NAME 


~oovs vt aa 


PAGE 48 








IN RUBBER 





@ You've got all the answers with this 
time-proved line of replacement V Belts—a 
tailor-made belt for every variety of power- 
driven appliance. Goodyear V Belts are 
built in a complete range of sizes—each 
one correct in length and cross section to 
fit the machine for which it is designed — 
each one endless cord construction that 
gives longest wear and insures lasting cus- 
tomer satisfaction—each one backed by the 
quality reputation of “the greatest name in 
rubber.” You get a handsome self-selling 
metal display rack with standard Goodyear 
assortments. For complete details of our 
money-making proposition, phone your 
jobber—or write Goodyear, Akron, Ohio, 
or Los Angeles, California. 


‘The Romance 
of Selling Appliances] 


Makes his job both easy and interesting 


to Drew of The Broadway, Los Angeles 


who tells here about some of the methods 


he uses 


COOK ELECTRICA 
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Truman W. Drew, manager of the large appliance department of the 
Broadway department store, Los Angeles, believes in selling women on 
what appliances do for them, rather than what they are. 


VERYONE is agreed that it is 

a mistake to try to sell the 

housewife who is buying an 
electric washing machine by talking 
to her on the subject of wire and 
enamel and scientifically intricate con- 
struction. Most merchants worthy of 
the name place their emphasis on the 
service rendered and sell cleanliness, 
ease of performing heavy tasks, con- 
Truman W. Drew, man- 
ager of the large appliance depart- 
ment of the Broadway, Los Angeles 
department store, would go one step 
further and include with this a touch 
of romance. 

Perhaps because he has a_back- 
ground of training in the interior 
decorating field, he appreciates that 
the articles which are really easy to 
sell those with some element of 
glamor. Therefore he sets out to 
furnish his salesmen with ammunition 
to help them make electric appliances 
objects of romance. 

First of all, he reads the women’s 
magazines. This is a simple necessity 
in these days when women are fur- 
nished with scientific housekeeping 
advice written by experts—the sales- 
man cannot afford to be less well in- 


venience. 


are 
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formed than the customer he is tryin 


to sell. If he can furnish her 


information she is not familiar wit! 
article carry! 
his own sales arguments further fron 


or refer her to an 





an impartial standpoint, that is just s 


much to the good. Mr. Drew 


clips 


the magazines and papers and sees t 


it that his staff keeps in touch 
them. 


Interior decorating items are as 11 


portant as those which 


refer pure 


to the use of electrical equipment 


is a good idea to know when the 


trend switches from white to color 


back again, and what type of acc 
ries are in popular favor. Mr. Dr 
own background makes his advic 
kitchen decoration of value—an 


passes this on to his salesmen, so that 


more often than not you will fin 
subject of the purchase of a | 
tied up with that of curtains, co 
utensils and linoleum. This 1 
the subject broader than the que 
of whether or not the customer 
add a convenient tool to her kit 
equipment; it brings in the subj: 
adding beauty to the home and w 
comes. that flavoring of romance \ 
is so easy to sell, which the cust 
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so glad to buy. More than once a 
istomer who has left without pur- 
iasing has returned to ask further 
formation about some item of kitchen 
oration which has been suggested 
her, incidentally concluding by 
aking the purchase of the range or 
ther appliance which fits into the 
scussed plan. 
Manufacturers’ literature is another 
uurce of sales material, not always 
losely related to the practical details 
the appliance. The story of how 
me principle of refrigeration came 
» be discovered, the personal history 
f an inventor or the welfare work 
me in a certain factory are all good 
tories to tell the customer who is 
mtemplating the purchase of the arti- 
e to which they apply. They add 
ymance—and in her interest in the 
rsonal side of this history she for- 


gets her own natural emphasis upon 


price. The appliance becomes de- 


irable because it is framed in the 
varmth of the narration—and the 
noney is a small exchange to make 
for its acquisition. 


Aisle of Romance 


Mr. Drew has emphasized this ele- 


ment of glamor in his department. On 


me occasion, for instance, he arranged 
what he called an “aisle of romance” 
-dramatizing appliances by individual 


groupings down a center aisle, with 


palms and spotlights to enhance the 
ffect. One of his best selling tools is 
1 model kitchen alcove which is care- 
fully chosen, with color accessories 
vhich lead naturally to the discussion 
f the possibilities in interior decora- 
tion inherent in the selection of the 
najor appliances. 

He is careful, and he impresses 
upon his salesmen, not to give actual 
idvice on colors or arrangement. The 
result might not suit the customer’s 


taste, with dissatisfaction resulting. It 


is better to pass on the interesting 
story or the impersonal account of 
what has been done with materials 
ind colors—and to allow the customer 
to apply these principles to her own 
needs. 

A touch of the same imagination 
which saw the possibilities of romance 
n kitchen appliances led Mr. Drew 
to sense the value of displaying laun- 
dry equipment in the infant’s wear 
lepartment of the store. He has estab- 
lished a demonstration washer and 
roner in a location as nearly adjacent 
s possible to the layette counter, with 
in attendant in charge. This has 
rought a large number of sales. 
Many of the transactions are com- 
leted on the spot; in other cases the 
ustomer is referred to the main elec- 
rical department for further demon- 
tration and inspection. 

All this makes selling as well as 
uying interesting. For the salesman 

ho comes to think of electrical appli- 
nees as objects of special interest, as 
ell as practical tools, talks with an 
nthusiasm that it is difficult to with- 
and. 

Sell them use, says Mr. Drew, sell 
em beauty—and sell them romance. 





The main reason why Chromel has such wide acceptance in the 


heating appliance industry, is that Chromel is good, consistently. This 


is your reason for preferring devices that are Chromel equipped. 


HOSKINS MANUFACTURING COMPANY °* DETROIT 
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This insulation repels water and 
rot and fungus growths; it never 
develops smells, nor does it sag 
down into a pulpy disintegrating 
mass. This is the reason why it is 
used in 9 out of 10 new railroad 
refrigerator cars and most refrig- 
erated motor trucks, and more than 
a million household refrigerators 
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_ DRY-ZERO INSULATION 


It will pay you 


yy, 





Don't Risk Customer Dissatisfaction 
—Sell Refrigerators with 


LIFETIME DRY-ZERO INSULATION 


A refrigerator that dies on the job is 
much more than a tragedy to the house- 
wife. It is also a ‘‘sales-killer’’ for you, 
the dealer. So, beware the dissatisfied 
customer who spreads ill will. 

This is the reason why you should sell 
refrigerators with Dry-Zero insulation. 

Dry-Zero stays clean and dry as long 
as the refrigerator is used. This means 
that the inherent, high insulating 
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efficiency of Dry-Zero benefits your 
customer for as many years as she 
uses the refrigerator. This insulating 
efficiency means better protection to 
food, plus operating economy. 

Get the advantage of the SALES 
VALUE of Dry-Zero insulation. Sell 
refrigerators that have it and make 
sure of satisfied customers who build 
more sales for you. 
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HOW TO USE THIS BOOK 
in selling refrigerators 


@ Here for the first time is a clearly understandable 
explanation of the important job performed by the 
insulation hidden away in the walls. With pictures, 

cartoons, and diagrams, this book tells 
PROSPECTS the story of refrigerator efficiency 
and operating economy that your customers enjoy if 
your refrigerators are insulated with Dry-Zero. It shows 
why Dry-Zero lasts a lifetime; why it gives better pro- 
tection; why it cuts down operating costs. This book 
is an ideal sales help for use with prospects because 
SALES Sisaecn © ose by one oe 
TRAINING training salesmen because of the in- 
sulation facts packed into its pages. Furthermore, the 
selling ideas contained in it can be adapted for use 


NEVER DIES 
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some refrigerators 


DIE INSIDE 


in advertisements, sales letters, window displays, 
and display cards. Most important of all, it gives you 
in 32 pages a clearly understandable story of how 


important insulation is to you, the 
SALES dealer. This information will be of 
PROMOTION utmost value to you in all of your 
sales work. Send the coupon for your own free copy. 
Extra copies are available for your salesmen at 25¢ 
each. Make extra sales this season with this book. 
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SEND THIS BOOK: One copy is to be sent 
free. Additional copies are to be furnished 
at 25¢ each. 
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Extra Copies at 25¢ each Copies 
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GIBSON’S NATIONAL ADVERTISING 
— LOCALIZED FOR DEALER BENEFIT 
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GIBSON DEALER 


| Gibson's bic 
is a 3-point/market ¢ttack of carefully 
applied power: (1) 






ampaign. (2) The 
ibson advantage of 


despite Gibgon’s greater value! ... With 
Gibs on’s profit record, exclusive sales 
features, And this concentrated local- 
ized advértising, Gibson dealers and 
djstribators can confidently expect 
1/938 t yield the all-time high in refrig- 
| eratof profit! Investigate! ... GIBSON 
/ELECTRIC REFRIGERATOR COR- 
/ PORATION, Greenville, Michigan. 
/ CHICAGO: American Furniture Mart. 
Bxport Sales Dept.: 201 North Wells 
| t., Chicago, U. S. A. Cable Address: 
nn Gibselco, Bentley Code. 


GIBSON 


THE FREEZ'R SHELF REFRIGERATOR 
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MORE 
Sales Per Man 


Supervisor system 
electrical department 
of Seatt!e, 





A glimpse of the large appliance 
Seattle, Washington. Twenty men work out of this department. 


HE problem of the department 
store which goes into the elec- 
trical business is never a matter 


bt ining prospects The store’s 
ed reputation and the volume 


trafc which brings inquiries 


department, plus the natural 
wects which develop from sales 
‘ luce leads enough to keep a 
g alesmen busy 


he problem 
— 


thet s in the bul ig up of the 

9 lesmen. Getting good men, 

iding them with a set-up which 

nab'e them to make money and 

g it they produce results 

mformance with the standards of 

the store is job enough to keep any 
lepartment manager busy 


well known 
Wash., 


isor system in 


Frederick and Nelson, 
l partment store of MS ittle, 
has found that a supery 
indling salesmen has helped solve its 
roblen The store has a corps of 
om fourteen to twenty one men in its 
electrical department, handling both 


tore and outside selling. These men 


specialize in certain appliances— 
ranges, stokers, radio, refrigerators, 
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increases results for 
of Frederick & Nelson 
Washington 


department of Frederick and Nelson, 


washers and ironers, with four or t 


men in each group. 
That is to say, it took four 
handle the work until 


- 
P| 


men te 


supervisor 
the usual number under each 
visor is three—and they do just 
much business, wit 
hoth 


” themselves and the store, t 


1 
prev 1OUSIN 


Che supervisor is the man in cl 

each of these subdep nen 
is his dutv to see that things are 
going; that the salesman wt 


stands his job; that difficulties 
straightened out as fast as they at 
If for any reason the record of a1 
falls down, it is the supervisor 

in the field with him te 


trouble may be. Ey 


goes out 
just what the 
man makes a daily written report 
his calls and the results obtan 
which goes, first to the supervisor, 
then through each supervisor, to 
head of the department. This 


good check-up for the man to ap 


t 
to his own efforts. 


system was adopted. N 


h better returns 


Having to “w1 
it down” will soon show up any s!a 
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If a man’s difficulty is failure to 
sales, that, too, is obvious in the 
en reports. The supervisor can 
save a Situation—and a salesman 
a little concrete help and the 

d advice. 
ere is also a home economist at- 
d to the staff of the department 
works with the salesmen. She 
ws up all ironer and range sales, 
] giving a home demonstration so that 
1] the new owner will thoroughly under- 
nd the operation of the equipment 
has purchased. This makes for 
will and satisfied customers and 
away with a definite number of 
laint calls which otherwise might 
developed through misunder- 

. standings 


en a trouble call does come in, 





referred at once to the service 
rtment. 3lank forms are pro- 
on which a record of the call 
ile, plus definite information of 
trouble reported. The question 
What exactly seems to be the mat- 
’ asked every time a difficulty is 
rted, has saved lots of trouble and 
nse in sending out a man when 
real need has developed. These 
ks, complete with the statement of 
‘ustomer’s version of his difficulty 
rst of all to the supervisor of the 
roup handling the equipment involved. 
scrutinizes the card carefully, hav- 


s 


ng access if necessary to the depart- 
records where the history of 
customer and sale is kept—and 
akes up his mind whether or not 
he call requires a service man or a 
t from the home economist. This 
1 saves expense both for the cus- 

r and the department. 
iddition to this work the home 
nomust gives occasional store 
nonstrations and about twice a year 
Ids a refrigeration school. She has 
ickground of selling as well as 
mstration work and hence is able 
see aditional sales opportunities 
they arise. These she refers to 





ilesmen. She is qualified to close 
when called upon to do so, but 
ur or { t s not her regular work. The de- 
ent manager feels that in sav- 
ir o1 I service calls and in the develop 
until t of prospects this branch of the 
lf 
*h suy e men are given full support in 
just tising and in store backing. As 
etur! example of successful 


ore, t year the department maintains a 


ed. N has well paid for its 


promotion, 
vy at the Puyallup Fair, an enter 
n cl ng regional exhibit which is 
ents s well attended and has excellent 
ire k support This means the develop 
ur f both sales and prospects, many 
ities m outside of the store’s regular 
ley al ele. 
ofa department is careful to keep 
isot men throughout to the high 
im te tandards in quality and service which 
|: I rick & Nelson maintains. In 
report the supervisor system is a great 
obtait Better a few men, says the de- 


ent manager, doing a good job, 





r, to a large crew who might lose 

his 1 istomers for the store. The super- 

to al S System, he believes, permits the 
ae pment of just such a crew. 

ny s! 

DISING 



























UNIVERSAL 





A Complete Line of 


MAJOR APPLIANCES 


That Will Give You 


EXTRA SALES — 
EXTRA PROFIT 


Millions o: homes are using 
one or more household de- 
vices stamped UNIVERSAL. 
These satisfied customers know 
the UNIVERSAL name stands 
for highest quality and guaran- 
teed service and will buy other 
















Here is merchandise at- 
tractively styled for the 
modern home — stream- 
lined, yes—but not to 
such an extent as will 
render obsolete in a few 
years, equipment that 
your customers wi!! find 
in every way satisfactory 
to use for many years to 
come. 


Write us for complete 
merchandising details 


UNIVERSAL products __in- 
cluding the distinctive line of 
major appliances. Concentrate 
your efforts on the largest and 





most complete line of house- 
hold devices made under the 
one trade name UNIVERSAL. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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HELPS TURN PROSPECTS INTO CUSTOMERS 
co 


On the Sales Floor 


HE motors on your appliances are important. Most 


prospects realize this, but they can judge the quality 
only by the name of the motor manufacturer. In what 
better way can you convince your prospects of the high 
quality of the electric equipment on your appliances than 
by being able to say that it’s General Electric? 
Such a statement gives a prospect the feeling that your 
appliances are equipped with the best, and helps to break 
down sales resistance. Add this electrical advantage to the 


long list of mechanical advantages, and your sales problem 


will be mostly terms and delivery. 


eS EZ. G-E 


GEN 





Filing No. 8260 
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MOTOR S 





Lifetime-lubricated 
motor for washers 





In the Home Laundry 


ENERAL ELECTRIC has a background of sixty 
years in building electric equipment and has built re- 
liable appliance motors since the beginning of the industry. 
G-E engineers sit down with the appliance manufacturer 
and discuss his motor problems, and then build a motor 
that matches the appliance electrically and mechanically. 


Today, millions of G-E motors are operating refrigerators, 
washers, ironers, and similar devices and are giving service 
that builds confidence in electric appliances. You can be 
sure that a G-E motor is adequate for its job. General 
Electric, Schenectady, N. Y. 
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NEWS 


PEOPLE + PRODUCTS + PLANS 








Electrical Merchandising Review of the Menth 





March /938 








aire distributor 


STANDARD ELECTRIC 
STOVE IN 
RE-ORGANIZATION 


J. W. Robinson New President 


fOLEDO, O.—Change in name of The 
xt Standard Electric Stove Company of 
y loledo, Ohio to the Standard Electric 


re- Manufacturing Corporation, with immedi- 








ate expansion of manufacturing and sales 
rv. tivities on Standard electric ranges, has 
. t been announced. 

rer Joseph W. Robinson, formerly presi- 
f the Libbey Glass Company of 
tor identified with that important 
pany in the glass field for twenty- 
lly. ears until its sale to the Owens- 
. Illinois Glass Company, has been elected 
president of the new Standard Corpora- 

TS, , 
{ rles A. Pierson, president of the 
rice lormer Standard company, and widely 
in the electric range industry, has 
be named vice president in charge of 
icturing operations and _ research. 
ral try H. Venable, associated with Stand- 
r les for many years, has been made 
sing and sales manager. Ellsworth 
lait, former assistant treasurer of the 
Glass Company, has been ap- 

treasurer. 

\dditional financing is being arranged 
tT the new company in order to permit 
litional production capacity to take 
tre of increased demands for Standard 
ect Ranges and to insure prompt 
veries to the widespread Standard 


itors and dealers. The company is 
also preparing expand research 
‘partment to include an extensive study 
t general field of electrical appli- 





to its 
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Frank Pierce in Disguise 





The two dashing caballeros are Frank Pierce, left, Frigidaire household 
division manager, and Joe Straus, president, Straus-Frank company, Frigid- 
at San Antonio. The occasion was the arrival 
Antonio of the Frigidaire convention crew. 


in San 


A. M. Doll Off for Coast 


ERIE, Pa—A. M. Doll, president of 
the Lovell Manufacturing Company, pio- 
neer makers of washing machine wring- 


| ers, sailed on the S. S. Pennsylvania, Feb- 


ruary 19, for a combination business and 
pleasure trip to the West Coast. He was 
accompanied by Mrs. Doll. 


_MEETING CALLED TO DISCUSS 
| NATIONAL DEALER ASSOCIATION 


NEW YORK—Action on the forma- 
tion of a proposed National Association 
for home appliance and radio dealers is 
anticipated at a general organization meet- 
ing to be held in New York, March 21, 
1938, at the Hotel Commodore. The 
meeting is sponsored by a Committee of 
Organization formed by representatives of 
several existing organizations. The 
policy of this organization committee is 
expressed in the statement of one of the 
sponsors: “The prime movers of this 
effort are unanimous in the thought that 
responsibility and management of the 
new organization must be so allocated 
that the resulting policies and actions will 
at all times be wholly free from local or 
sectional taint and truly national in scope. 
No single city or state or section should 
be able to exert a dominating influence.” 

There are now more than 100 electrical 
leagues, association and dealer luncheon 
groups now in existence which it is felt 
might join this proposed national asso- 
ciation making it largely a federation of 
local groups. In addition to these pres- 
ent local associations there are many 
cities where no such local associations 
exist and where there are a sufficient 
number of dealers to maintain a local 
group. Individual membership is also 
contemplated open to all established re- 
tailers who handle standard lines of 
radios, ranges, refrigerators, washers and 
other appliances located in communities 
where no affiliated local organization 


The Millionth Westinghouse 








Westinghouse executives took a few minutes off to give this millionth re- 
frigerator the once-over as it came off the production line. Left to right: 
Guy Smith, C. L. VanDerau, Ralph Bisbee, P. Y. Danley, R. C. Cosgrove, 
A. E. Allen, (vice president) P. J. Backman, R. E. Imhoff, J. H. Ashbaugh 
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exists. The sponsors also contemplate the 
future development providing for mem- 
bership in separate divisions of dis- 
tributors and wholesalers 

Each point is to be projected by a 
speaker thoroughly familiar with the 
subject. 

The ten points to be discussed are: 

1, Price Structures. 

. Industrial Selling by Jobbers 

Discounts and Courtesy Cards. 


2 
3 
4. Cooperative Buying Groups. 
5. Cruises and Spiffs. 

6. Control of Production 

7. Fair Trade Law Enforcement. 
8. Legislative Problems. 


9. Advertising and Trade-in Allow- 
ances 

10. Clearing House for Trade Infor- 
mation. 


The committee is planning to have the 
morning session of the March 21st meet- 
ing go into action at 9:30 o'clock. A 
recess is to be taken for lunch and it is 
hoped to have all business matters fin- 
ished at the afternoon session. An in- 
formal dinner, also to be served in the 
Commodore Hotel, is wind up, the 
lay’s activities. 


to 


COPELAND PLANT MOVED 
TO SIDNEY, OHIO 


Mr. Dallas E. Winslow, President of 
Copeland Refrigeration Corporation, is- 
sued the following statement. 

“During the past year the Copeland Re- 
frigeration Corporation with its own fac- 
tory controlled distributor and dealer sell- 
ing organization has strengthened its 
position immeasurably in the refrigeration 
industry. This growth of dealer organ- 
ization throughout the entire country 
speaks well for the further development of 
the Copeland market for 1938 

The Copeland plant has been moved 
to Sidney, Ohio, to provide for the com- 
bining of Prima Manufacturing Corpora- 
tion and its organization with the Cope- 
land organization. This combination will 
not only strengthen the position of both 
companies in the electrical appliance mar- 
ket but also itribute to the increased 
profit possibilities for each Prima and 
Copeland dealer throughout the United 
States. 

“Sidney, Ohio is centrally located as to 
sources of supply for materials and at the 
same time provides excellent shipping fa 





cilities for service lealer organ- 
ization. 

“Not only have Copeland and Prima 
improved their position in the industry 
during the past year but in addition new 


es have been ade ed as water 





olers, electric ranges, and the increasing 
f our facilities s to provide wy 
15 hp. in the commercial ld.’ 
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ELECTRIC WATER 
SYSTEMS COUNCIL 
ANNOUNCES 

1938 PLANS 


Travelling Fixtures 
— 





ay 





NEW YORK—Membership f 
1938 Ey tive and Plan Committees of 
the | t Water Systems ( 
unnourice Harris E. Dexte 
tral H l (uas w&W ele { rp i 
Poughkee N. Y.. ¢ Chairman 





“4 Pa.. W ery | 
as Chairma ~ the Council until this a Pod 
year; C. H. I im, Monongahela West oly o 
Penn Public Service Company, Fairmont - 
West Virginia; and ( E. Greenwood 
Ed | Institute 
The Plan Committee is headed by H. | 
Miller, Gou Pump Company, Seneca 
Falls, N. ¥ as Chairman. Other mem 
bers are C. D. Leiter, F. E. Myers & 
Brother, A and, Ohi I H. Tavlor 
The Deming Company, Salem, Ol 
R. J. W Philadelphia Electric Com 
any; D. W.. Rice, West Pe Power 
( npa and = ¢ G. Gluecl Ebas 
S VICE It ] grout responsibie 
e ( mel 
not i at 4 
| t tant item which the 
( ‘ t is its Plan Book 
for 1938, w vas distributed about 
February Ist to dealers, utility companies 
and other il distributors Phis Cat For the customer confused by mass 
" f the Council's sales fixture displays, vice president 
program tor the current year and will C. N. Robinson of Public Service 
describe e additional promotional ma of Oklahoma, demonstrates a slid- 
terial available \ special Plan Book ing trolley which brings one out 
lealer il nteresting mailing pieces for unobstructed view. 
rs a teatures Th und 
The Country,” will 
reasingly wide distribution vas tormed, sales of electric water svs- 
Pr ‘ ortien § the Council tems totaled 57,000 units Since then 
, 1 , place 1.500.000 thie rd has been as follows 
‘ t rural and sul 1934 77,000 units sold 
har me the five vears from 1937 1935 108,000 units sold 
1941] ra 1 1g wo ON) 1936 15 OOO units s Id 
eat In 1933, the vear the Council 1937 190,000 units sold 


Some More 
Shots From 
Chicago Shows 


Left—C. Coppes, vice-president 
of the Coppes Company, left 
and A. E. McElhaney, sales man- 
ager, snapped at their disp'ay 
stand. 


Right—O. A. Lenna, left, presi- 
dent of the Blackstone Com- 
pany and Reggie Lenna, assis- 
tant sales manager, pose be- 
side their newest model. 








R. J. Strittmatter, Apex central division manager, Carl Speiss, in charge 
of major appliances for Wm. H. Block Co., Indianapolis and W. A. Frantz, 
Apex vice president 
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15 COOPERATIVES 
SIGNED BY E.H.F.A. 


WASHINGTON, D. C.—Electric 
Home and Farm Authority has an- 
nounced that contracts had been closed 
with the Lincoln County Electric Mem- 
bership Corporation, Fayetteville, Tennes- 
see ; Vernon Electric Cor perative, 
Westby, Wisconsin; Benton County 
Electric Cooperative Association, Vinton, 
lowa; Holmes Rural Electric Coopera- 
tive, Inc., Millersburg, Ohio; and the 
Saker Electric Cooperative, Inc., Baker, 
North Dakota; the Pitt & Greene Elec- 
tric Membership Corp., Farmville, North 
Carolina; the Caldwell Mutual Corpora- 
tion, Lenoir, North Carolina; the Chero- 
kee County Electric Membership Corpo- 
ration, Center, Alabama; the Hill County 
Electric Cooperative, Inc., Itasca, Texas; 
the Lower Yellowstone Rural Electrifi- 
cation Association, Sidney, Montana; and 
the Wyrulec Company, Lingle, Wyoming ; 
the Wabash County Rural Electric Mem- 
bership Corp., Wabash, Indiana; Polk 
County Rural Public Power District, 
Stromberg, Nebraska; Greene County 
Rural Electric Cooperative, Jefferson, 
lowa; and the Upson County Electric 
Membership Corp., Thomaston, Georgia. 
The contracts provide that Electric Home 
and Farm Authority and the utilities will 
cooperate in financing the sale of elec- 
rical appliances for use by consumers 
located on the utilities’ power lines. 


Hyarade-Sylvania Had 
$868,064 Net In 1937 


SALEM, MASS.—Hygrade Sylvania 
Corporation’s net income for 1937, after 
all charges and taxes, amounted to $868,- 
064.19, a sum equal to $6.50 a share on 
the preferred stock and $3.58 on the com- 
mon, according to a report submitted 
today at the annual stockholders meeting 
by E. J. Poor, chairman of the board. 

“The year 1937,” the report states, 
“was the 23rd consecutive year the Cor- 





| poration and its predecessors have show 
a profit. The Company, which operate: 
four plants, two in Salem, Mass., 
in Emporium and one in St. M: 
Penn., maintains its position as the s¢ 
ond largest manufacturer of radio tube 
and the third largest producer of electr 
light bulbs. 
“Net sales of both tubes and bulbs fo; 
the year amounted to $9,417,034.87. 
“Current assets of the Company ; 
December 31, 1937 were $5,059,933.11 
times current liabilities. Cash on har 
and investments in United States Gover 
ment obligations and other marketal 
securities amounted to $1,427,625.10 
“The total amount disbursed by th: 
Company during the year for comp« 
tion to employees, plus local, state ar 
federal taxes amounted to $4,373,157.17 
of which $3,925,000 went to wages a: 
salaries and $448,157.17 to taxes.” 





PROCTOR DEALERS FEATURE 
COMBINATION 


PHILADELPHIA—Giving their dea 
ers a running start on sales of electr 
roasters ahead of the usual summer sea 
son, Proctor Electric Company, Phila 
delphia, step to the front this month wit 
a special combination offer. The com! 
nation consists of the regular model N 
100 Proctor Roast-or-Grille (complet 
with built-in grille, broiling-baking rack 
and Mirro aluminum pan set) which re 
tails regularly at $26.000 . . . plus tl 
Proctor Roaster Table (specially fas 
ioned in strong metal, and finished 
cream color and black enamel, with tw 
shelves for accessories, and rubber feet 
the stated retail value of which is $3: 
making the combined retail valu 
roaster and table, $29.95. lin 


5 


For a limite 
) 


time offer of the two together for $25.95 
retail, the dealer is enabled to buy the 
combination, in lots of three, at a pri 
which admits of his regular resale profit 











J. D. Adleman, president of the One Minute Company and Ollie Earl 
of the Mullins Manufacturing Co. dutifully watch the birdie. 
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This is No. 550-A 


Signal 10” Oscilla- 


tor fan, $12.95 list. 
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TWO LINES— 
SIGNAL 
AND 
COOL SPOT 

















Dependable performance, accepted appearance and moder- 
ate prices are outstanding characteristics of SIGNAL Fans. 
And, important is the fact they are a proven product. They 
have established for themselves, over a long period of years, 
an enviable reputation with both the buyer and seller. The 
name SIGNAL is recognized as a brand that is nationally 
known and which can be bought with absolute confidence. 
SIGNAL Fans for 1938 are real values. Every fan carries 
the SIGNAL guarantee, and approved by the Underwriters’ 
Laboratories. 


Write for 1938 merchandising program. 


SIGNAL ELECTRIC MFG. COMPANY 


Menominee, Michigan 


Offices in all Principal Cities 
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| COOL AND SOOTHE 


HOT WEATHER NERVES? 


... quickly... quietly! 


Vv ae 


a “per— mld 6 E 
{ = 





NEW FANS! 
NEW PLANS! 


Here is the big fan news of 1938... the 
amazing new General Electric Super- 
Quiet Fans, equipped with the revolu- 
tionary, new G-E Vortalex Blades! 


These blades provide greater air move- 
ment and quieter operation—because 
they are scientifically shaped and pitched 
so that every bit of blade surface works 
with maximum efficiency! And they are THE NEW 
an exclusive G-E development! 1938 G-E FAN 
Tie in with G-E FANS for 1938 and 

participate in the profits that General atlanta 
Electric Fan Dealers will enjoy! You'll . 
have four lines of fans Super-Quiet, Contains complete details concerning 
Quiet, Standard and Junior—a line to General Electric's new fans and new 
meet every demand—and brilliant new plans for 1938. The salesman of your 
sales and advertising helps featuring a 


brand new “‘HOT WEATHER NERVES'"’ 


> / -_ ! Ann . 
consumer approach! COpy Ask to see it! Appliance and 


local G-E Fan Distributor has a 


’ Merchandise Department, General 
isk your General Electric Fan Distributor's Salesman 7 


fy 


m{ 


GENERAL @ ELECTRIC 


ete details. You'll profit by it Electric Company, Bridgeport, Conn. 






GENERAL ‘).) ELECTRIC 
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GRAYBAR OPENS 
NEW BRANCH 
IN SPRINGFIELD, MASS. 


SPRINGFIELD, MASS.—Last month 
the Graybar Electric Company opened the 
doors of the 84th house in their chain oj 
offices and warehouses. For years Gray- 
bar has been active in filling the electrica 
needs of their customers in Springfield 
and vicinity from nearby warehouses jn 
Worcester and Boston. However, the 
steadily increasing activities in the elec. 
trical field around Springfield convince; 
Graybar that a local warehouse and office 
were needed. 








> 





& 


E. R. HOWE 


An experienced and efficient staff 
been assigned to this house. E. R. Howe, 
who since 1936 has covered the Spring- 
field and western Massachusetts territor 
for Graybar, is now Resident Salesma 
in charge of the Springfield house. He 
is assisted by H. O. Edoff, now Salesma 


at Springfield, formerly at Worceste J 
since 1933, and James D. Roche, Serv a 
Supervisor, employed at Boston Graybar M 
since 1930. ' 





Duro-Test Corp. Reports Al 
'37 Net of $152,576 


Duro-Test Corp. and subsidiaries 7 
North Bergen, N. J., manufacturer: K 
incandescent lamps, today reported 1 ‘ 
income of $152,576.92 before Federal 
State income taxes for the year ending 
October 31, 1937. tel 

This compares with a net incon 


1936 of $119,950.00. Earnings Cor 

revenue received from operations sur 

Duro-Test’s wholly owned  subsidia: 

Tungsten Products Corp. and Tungst NE 

Research Laboratories, Inc. 19. 
Gross sales, totaling $927,385.18, 

resented a gain of 44 per cent over 

sales, although production ceased ne 

tirely from July 15 to September 1, 

equipment and machinery was bei: ag 

stalled in the newly erected North B 

plant. ag 
Four cash dividends of 10 cents ful 

plus two additional dividends of 74 cen" 

and 24 cents respectively, were declar 

during the year despite the construct! RIt 

of the new factory, installation « 

proved machinery and the loss o! 5 } 


weeks’ production involved in movi! 
plant from New York to New Jers 
Optimistic over the prospects for 
President M. M. Bilofsky, in a letter t 
stockholders, of record, announced that 

for the first time Duro-Test Corp. 
enter the retail electric lamp m«rket 
through a subsidiary the Arc-Ray ami 
Works. A new type of inside frost bu 
field is now it pro- 


O38 


for the consumer 
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*5000_1° PRIZE 


CLINTON J. MORRIS 
Hagerstown, Md. 


“Kelvinator offers 























us a ‘Door Opener’ 
--. with opportuni- 
ties of surveying for 
other Kelvinator 
products...accumu- 
lating a ‘Kelvinator 
Clientele’! . . . Assis- 
tance in closing 
means more sales, 
for Selling is Clos- 





ing!” 










*1500_2™ PRIZE 





$200 PRIZE WINNERS 
James Harold Coggins, Kings Mountain, N. C. 
M. W. Myers, Onawa, Iowa. « Bessie F. Elhart, Ashland, Ore. ¢ G. R. Mann, Champaign, Ill. 


*500_3" PRIZE 





A.S. WOODWARD 
Baltimore, Md. 


“I like Kelvinator’s 
Sales Closing Plans 
... the one thing nec- 
essary for volume 
selling—get me into 
the prospects’ 
homes. Not only... 
additional items... 
but a high percent- 
age of prospects.” 








e Russell L. Smith, Marshalltown, Iowa. 





., | AND HERE'S ANOTHER SURE WINNER! 


HANKS A MILLION to everybody 
ie for the lively interest in that $8,000 
Kelvinator contest. 
al You remember the contest was to 
o- tell which one of three factors would 
contribute most to Kelvinator’s 1938 
success: (1) THE PRODUCT: (2) THE 
NEW ADVERTISING PROGRAM: (3) THE 
1938 SALES-CLOSING PROGRAM. 

Well, all three ran about neck-and- 
neck in the 50-word letters. But all 
agreed—Kelvinator is going places in 
a great big way, and is off to a beauti- 
ful start. 

That’s just ONE HUNDRED PER CENT 
RIGHT! 

Put all that salability, quality and 





refrigeration efficiency into a product, 
and you’ve got something that SELLS. 

Back it up with the kind of adver- 
tising Kelvinator’s getting . . . the in- 
dividual, local programs dealers are 
getting ... and you'll see PLENTY OF 
ACTION. 

Pour on the power with our 1938 
SALES-CLOSING program, and the man 
selling Kelvinator is GOING TO TOWN! 

This is all going on right now... 
and you don’t want to be out of it. 
Get in touch with your Kelvinator dis- 
tributor . . . or shoot a wire to us at the 
factory! KELVINATOR, Division of 
Nash-Kelvinator Corp., Detroit, 
Michigan. 
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JACK WATT 
Ontonogon, Mich. 


“We pick the sales 
closing plan . . . in 
smaller communi- 





ties the dealer is 






known to everyone 
and the closerhecan 









connect a nationally 
known product with 
himself ... the easier 
the sales.” 















Contest entries were judged by: 
L. E. Moffatt, Editor, Electrical Merchan- 
dising; W. K. Beard, Jr., Manager, Elec- 
trical World; Alfred Auerbach, Editor, 
Retailing, Home Furnishing Edition. 
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The Fan That Folds”’ 











WWM 














\\NNvbudd 







Sensational NEW-TYPE Zane 


Py aye oo @) A 0) Ns) 1 Cd 


WK 


FAN 

with 110-volt 

A. C. motor 
THE FAN OF MANY USES—Summer and Winter! 
Handiest ever for cooling breezes wherever wanted, 
for removing kitchen odors or bringing in fresh 
air, for ventilating, for circulating warm air from 
radiators, for drying hair, etc. 


FOLDING BASE of heavy square wire—conven- 
iently hangs, stands or folds where needed. Soft 
rubber feet prevent creeping. Folds compactly, 
carries easily in suitcase. Duveteen bag furnished 











with each fan. 


FOR TRAILERS, CABINS, RESORTS, FARM 
HOMES— Made with 6 volt D.C. motor fat $3.95}, 12 and 32 volt D.C. 
motors fat $4.95}. 


BIG CAPACITY— Smooth, quiet, powerful motor—very cool running. 
Delivers more air than average 10-inch fan. 8-inch propeller-type blade 
concentrates and directs air delivery where wanted. Tested and proved 
for over a year. 


JOBBERS— DEALERS—The unique features and many uses of the McKay 
Utility Fan will give you volume sales and worth-while profits. Makes an 


instant hit. Send coupon below properly marked for full information or 
sample order. 


LYDON-BRICHER MFG. CO. 


Manufacturers of Electric Fans and Motors since 1933 
2494 UNIVERSITY AVENUE, ST. PAUL, MINN. 











a 
Removes kitchen odors or 
turned around, brings in 
fresh air. 


on bed 


on ehale. Ventilates hye moe if desired. 


No draft. 














Order A Sample Gan—Now! 


LYDON-BRICHER MFG. CO., 
2494 University Avenue, St. Paul, Minn. 
Send literature with full information on McKay Utility Fan 
Send sample fan 110-volt A.C. motor (1 D.C. motor, state voltage: 
. . 6-12-32 
© Bill direct to us 
© Bill through our jobber (name) snnuitiiaiiniaians 


Name 


Address 
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All Set For The Winnah! 





R. J. Strittmatter, E. J. Howe and C. W. Smith (general sales manager) 
cast admiring glances at the new Apex sales trophy to be awarded to the 
sales division leading in 1938. Apex salesmen get four cash awards a 
month in addition. 


for $49.50. In adition, 
offered, as a premium, a_ two-positi 
| table or wall lamp, complete with 6 
diffuser bowl, parchment shade and l(i 
watt G-E Mazda bulb. 
Dealers names will be run in the a 
vertising scheduled for American Week 


BIG PREMIER CLEANER 
CAMPAIGN TO BREAK 
IN APRIL 


AND. OHIO—The Premier 
Division of Electric Vacuum Cleaner 
Company is going after spring business 
with one of the biggest advertising cam- memes = 
paigns, featuring a special offer, in the 

history of the company. 

\ full page in color in the April 24th 
issue of American Weekly followed by 
four black and white ads during the four 
succeeding weeks, will be used to tell 
the country about the special offer. This 
consists of a Premier 1938 model PR-30, 
listing regulariy at $49.50, with a definite | with dealer listings ; 
trade-in allowance of $10, making the House Beautiful national advertising a 
price to the consumer $39.50. In the | a free booklet for dealers—“Waffles 
event that the customer does not want | How to make ‘em—How to take ‘en 
the trade-in allowance, she has the option | are some of the methods by whi 
of taking a $16.50 hand cleaner. In other | company expects to roll up an impress 
words, she would be getting a $66 value | sales record on this unique device 


Buffalo's Big Shots 


CLEVEI 


M-B WAFFLE IRON DRIVE 


MERIDEN, CONN.—Around 
“Twin-Reversable” waffle iron, Manni 


ing March. 
American Home a 


a inne oe 
<<: 4 Gee 14 + oe 
ae.. r ees fie ; al 


= ~ = 
et +n ek ae 
. ees. 


Here are the new officers of the Electrical League of the Niagara Fron- 
tier: Seated, Herbert |. Sackett, president; Richard Wahle, secretary 
treasurer; Samuel S. Vineberg, manager-secretary; Robert D. Glennie, vice 
president. Standing, Karr Parker, past president; Geo. J. Reichert, vice 
president; Karl L. Thielscher, executive committeeman. 
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Bowman are putting on a big drive dur 
Local newspaper advertising 
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Pittsburgh Plate Glass Company, 21874 Grant Bldg., Pittsburgh, Pa 


| SEND FOR fF 
—-@g\ THIS BOOK (iis 


Street... 


Please send me, without obligation, your book entitled “Producing Bigger Profits with Pittco Store Fronts.” 




































: SS LLY na 

: oe 

“Put up a Front” for Better Business 
= [ But be sure it’s a Pittco Front! ] 


T’S your store front’s job 

bring customers inside 

.to buy. That is why it has to 

stand out from the others on your 

street—why it has to catch and hold 

the attention of the passerby—de- 

__ _. @cide for him that your store is where 

wosition ff he wants to shop. If your front is 

» 1 Pittco Front, nine times out of 

ten, you'll get the business . . . in- 
stead of your competitor. 

For a Pittco Front is modern and 
inviting. With a promise of fine 
service, quality merchandise and 
RIVE ail price, it boosts sales and builds 

business. Its surfaces of gleaming 

“" @ Carrara Structural Glass and metal 
ve dur-{§ go far toward making new patrons 
. ind increasing profits. 

Your electrical appliance shop 
es B will sell itself on sight if you mod- 

emize with a Pittco Front. When 
p! remodeling, consult an architect to 
ssure a well-planned, economical 

b. Our staff of experts will gladly 
ooperate with him in planning a 
Pittco Front to suit your needs. 
Meanwhile, send the coupon for 
ur free book of facts, figures and 
photographs of Pittco installations 
everywhere. 

Be sure to see the Pittco Store 
Front Caravan, now on a nation- 
vide tour. Contact our local branch 
lor specific information as to when 
‘will visit your territory. 


*ITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
hew Pittco Front. Pay 20% down 
~the balance out of income. 


PITTCO 


TORE FRONTS 





THEY SEE. THEY 
STOP. THEY BUY! 
When you have a Pittco 
Front on your electrical 
appliance shop like this 
one in Springfield, Mass. 
And what a difference a 
Pittco Front makes in 
new business and in- 


creased profits! 








4 





: pin-up ) oF, PITTSBURGH. 
: GUYS ” PLATE GLASS COMPANY | 
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Where there's steam .. 


smoke..or odors— there’s - 


a prospect foranR&M 
EXHAUST FAN 


Some merchants seem to think that 
an electric fan is something needed 
only in summer—something to set 
on the parlor table, like a lamp. And 
some also sell R & M Exhaust and 
Ventilating Fans, the year round— 
and hope their competitors won't 
wake up! 

Hotel kitchens, laundries, theatres, 
factories, club rooms, schools, and 
comfort stations need 
these fans. Shops, 
garages, restaurants, 
taverns, and beauty 
parlors are in the 
And 
isn’t a housewife who 
wouldn’t like an 
R & M Junior (you 


can sell her one for 


market. there 


$9.95, complete with 


adjustable window 





to whisk the bacon smoke 
out of her stuffy kitchen. 


panel 


It’s a fact—this is a market as big 
as your merchandising imagination 
and energy. It’s profitable. And 
R & M supplies you with just the 
goods it needs— from the inexpensive 
home models up to the 32-inch fac- 
tory size that exhausts 6700 cubic 
feet of air per minute! .. . Robbins 
& Myers, Inc., 
Springfield, Ohio: 
The Robbins & 
Myers Co., Ltd., 
Brantford, Ont. 





Write for latest Fan 
Catalogue which 
shows the complete 
line of R & M Desk 
Fans, Air Circula- 
tors, Ceiling and 
Ventilating Fans. 


ROBBINS & MYERS 


MOTORS @ HOISTS e 


CRANES oe 


PUMPS e 
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NEW FIXTURE ASSOCIA- 
TION ORGANIZED 


NEW YORK CITY—The National 
Lighting Fixture Guild was recently or- 
ganized at a meeting of fixture dealers 
and jobbers in the Pennsylvania Hotel, 
New York City. 

The objectives of the 
umong other things, public education on 
the indispensability of adequate outlets 
to assure efficient lighting, and the deco- 
rative values of properly designed fixtures 
plus a program to increase the demand 
for ceiling fixtures and wall brackets. 
Steps will be taken to enlist the co- 
operation of the public, architects, build- 
ers and decorators to include in building 
estimates suitable appropriations for out- 
let and fixture installations to assure 

rrect indoor lighting. A broad gauged 
program is contemplated on the creation 

more saleable fixture designs from 
the standpoints of lighting, styles and 
decorative values. Determined effort will 
ilso be made to eliminate varied trade 
practices that have proved harmful to 
the industry. 
The following officers were elected for 
the current year: President, A. L. 
Oppenheimer, Enterprise Electric Light- 
ing Fxtures, Inc., Cleveland; Vice-Presi- 
dent, John Donovan, Service Electric 
Manufacturing Co., Boston; Vice-Presi- 
dent, Harold B. Carpenter, Whiffen 
Electric Co., White Plains, N. Y.; Sec 
retary, W. Henry Dowdy, Dowdy Ele 
tric Co., Roanoke, Va.; Treasurer, Morris 
Sklar Morris Sklar Company, Phila- 
delphia. George E. Henry has been ap- 
pointed business secretary of the group, 
with headquarters in International Build- 
ing, 630 Fifth Avenue, New York City. 


Guild include 
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Gibson Tests Out "More Food Capacity” 














Here's Carl Copp, Frigidaire's gen- 
eral sales manager, in a huddle with 
Frank Pierce, household division man- 
ager, at a national sales convention. 


C.1.T. Office for Albany, Ga. 


NEW YORK-—In order to better ser 
Albany, Georgia and 
sales finance company, has 
fice there. The new 
Georgia office is to be 
Whitehead Building, 
and Mr. Harold L. 


charge 


opened 
located 


Dorsey is to be 


a TAS | 


Southeaster 
Georgia, the C.1.T. Corporation, nationa 


CLT. Alban 
2304 Pine Street 








Gibson Refrigerator's Albany, N. Y., distributor gave this dinner to 65 


dealers. 


At the head table we see Frank Dewey, Frank S. Gibson and 


John L. Stephens of the Gibson Company; Charles A. D’Elia, president of 
D'Elia Electric, Bridgeport and Albany Distributing Co.; E. E. Lewis, sales 
manager of the same company and Roy Rosenfield of Emerson Radio. 






Rex Cole, 
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Rex Cole is Still Showing ‘Em 


New York G-E distributor, 


held his own exposition recently. 

This is the home laundry booth where more than 1,000 washers and ironers 

were sold to visiting dealers. Rex Cole, far right, looks on while Robert H. 
Roden puts on a demonstration. 








ELEC’ 





\ 


ORDERED 
A 
SAMPLE 


IT CAN HAPPEN 
Th TO YOUl ee ee 


10 The Kinde Co., Bay City, Michigan, ordered one 
sample BEAM WATER FLEX WASHER. Sales were 
WASHERS so prompt and interest so positive that, within 
three weeks, they had re-ordered twice . . . and 
started a large mail campaign. 
A prominent mid-west firm ordered a truckload, 
ORDERED and ar half of them the first three days, and has 
since placed substantial repeat orders. 
25 Similar results are following “feeler’’ orders 
from cities both large and small—letters and wires 
WASHERS asking for additional rush shipments of truckloads, 
carloads. Join this great procession for a revived 
washer business. 


Immediate Deliveries 
The WASHER THAT SPEEDS UP 
RETAIL SALES AND PROFITS 


8 EXCLUSIVE 
FEATURES 


—any one of which, alone, 
would be sufficiently grip- 
ping to justify a national ad- Inquiries are pouring in at an astonishing rate. 
vertising campaign. Yet, The industry is awakening to the marvelous selling 
they're a/l in this one washer. possibilities. Dealers who already have franchises 
No such selling possibilities on s heie heare-Sele —— : h 
ant iin aclean tn doe € voicing t eir eart-felt appreciation in suc 
industry. Best of all, salesof | ©XPressions as, “the biggest money-maker we ever 
all appliances automatically had” . . . “the finest principle” . . . “the greaest 
increase due to the “pep” of demonstrator” . . . “easiest, quickest seller in 
this great washer leader. years”... “almost sells itself” . . . “that ‘something 
new’ we needed to put new life into our washer 
business.” 
TERRITORIES GOING RAPIDLY 
—but many choice territories are still available. 
Write or wire for full details about this amazing 
profit-maker. 


BEAM MANUFACTURING CO. 
WEBSTER CITY, IOWA 











Patented 


BEAM MANUFACTURING CO., 
600 Stockdale, Webster City, lowa. 


Gentlemen: Please send us, without charge or obligation, full 
details on the sensational new Beam Water Flex Washer. 


Firm Name 


EE Mit d ed nes EGhASKeA ante wht nekekeeeeesNe 
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the THAW IS HERE! 


Through the winter, G-E national advertising has been build- 


ing up demand which is ready now to be turned into sales. 


Customers you may not have seen in months have felt the 
force of this demand—-have left other stores because they 


didn’t carry General Electric Heating Devices. 





These customers are thawed out” and looking to you —for 


a chance to see the new General Electric Heating Devices. 


Remember—no other brand of 
heating devices means so much 


to customers as the General Elec- 









tric Line. You can sell every 
heating device they need pro- 
duced by one manufacturer, 
finished and styled to perfec- 
tion and backed by one uniform, 


straight-forward guarantee. 


SALES HINT-OF-THE-MONTH 


The Bisquick Contest has been flourishing for several weeks. 
Thousands of grocery stores have tied-in with the Bisquick 
Contest featuring the G-E Roanoke Waffle Iron. Bisquick 
daily broadcasts have featured this mammoth promotion for 
five weeks. 4,000 General Electric Roanoke Waffle Irons will 
be given away as prize awards. Non winning contestants 
will receive certificates of $1.00 value toward the purchase 
f a General Electric Roanoke Waffle Iron. Plan now to 
redeem your share of these certificates. Display the Roanoke 
Waffle Iron with the Bisquick poster. Make sure your stock 
waffle ir 


of thi 


s adequate 


GENERAL ¢3 ELECTRIC 
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Home Lighting Gals in Action 


These young women know their |. E. S. lamps and lighting. They talked 
shop over the dinner table when they met recently at Nela Park for the 
first regular meeting of the Cleveland Residence Lighting Forum, IIluminat- 


ing Engineering Society. 


aS 


They talked lighting and decoration: Left to right, E. W. Commery, in 
charge of residence lighting at Nela Park; Mrs. Mary Davis Gillies, 
McCall's magazine; Miss Mary E. Webber, home lighting specialist at 
Nela Park. 





A battery of 35,000 watts gave 1,000 foot-candles of outdoor lighting in 
this Institute Exhibit. Miss Eloise Pettigrew of Cleveland's Electrical League 
and Mrs. Beatric Coombs, secretary-treasurer of the Forum, seem to like it. 


LIGHTING TRENDS DIS- 
CUSSED AT FORUM 
OF 200 LIGHTING 
ADVISERS 


CLEVELAND, OHIO—"The | time 
will come when the lighting specialist is 
called in to help plan a new or redeco- 
rated home just as is the plumber or 
decorator.” 

This was the forecast of Mrs. Mary 
Davis Gillies, home furnishings editor of 
McCall’s magazine when she spoke before 
two hundred home lighting advisers from 
northern Ohio at a gathering January 
28th at Nela Park. 


MARCH, 


| velopments. In 


first reg 
meeting of the Cleveland Residence | 
ing Forum of the Illuminating Eng: 
ing Society. The 
boasts the largest membership, to 

of any of the newly organized Forun 
the Society. 
ber, as a means for home lighting 

ialists in the northern Ohio area t 

together and discuss new lighting 
December a joint 

ing was held with the Cleveland S« 
of the Society. 

Chairman of the Cleveland Foru 
Miss Mary E. Webber, home lig 
specialist at Nela Park. Secretary-t 
urer is Mrs. Beatrice Combs, of 
Electrical League of Cleveland. F 
four members are active on comm 


The occasion Was the 


It was started in Septen 


Cleveland Forum 


a>" 
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BECAUSE OF INDIVIDUALITY 
BARTON WASHERS SELL EASIER" 


New Styling Plus 
“Barton’s ‘1710 Ex- 
tra Water Currents 
per Minute’ Make 
a_ strong _ selling 
story.” 













| Columbus 







| Store 












“Our profits are 
greater with Bar- 
tons” 









Elyria and Akron, O., respectively, 
are the lighting fields of Mrs. Caryl 
Wood and Miss Irene Skelly. 







































\t this first regular meeting an addi- 
nal feature of the program was the 
enthusiastic inspection of the newly re- 
lighted model rooms in the General Elec- 
tric Institute. That they found these 

ms great sources of information and 
spiration was evidenced by their re- 
marks. In the living room, furnished in 


“During our six 
years selling Bar- 
ton—sales have in- 
creased every year.” 


18th Century, they noted that . . . no 
matter what period the furniture may 
be . . . certified LE.S. specification 


lamps can be blended with it. 

Mrs. Gillies illustrated her talk with 
samples of new rugs and drapes and wall 
papers which she had recently found in 
the market centers. With each set of 
these she named suitable lamp bases, oc- 
casionally suggesting bases painted to 
match a predominant color —— 

Pointing out that home lighting ad- n 
visers have a marvelous opportunity to 

t both as lighting advisers and deco- 
rators, Mrs. Gillies suggested that they 
brush up on decorative trends, and start 
scrap books for source material 








YOU TOO CAN 
GAIN MORE PROFITS 
WITH BARTONS 


Again, last year, Barton sales 
increased by a bigger per cent 
than the washer industry as a 
whole,— 








Mrs, Evelyn Kumler of Cleveland, 
Mrs, Leta Williams of Mansfield and 
Miss Hortense Taylor of Cleveland Od : 
look over the exhibits at Nela Park. aad j 





You can increase your sales 
and profits like the big Co- 
lumbus, Ohio dealer, Cussins 

& Fearn Co. Why not let us 
New Universal Distributor : 


give you the whole set-up. 
_NEW BRITAIN, CONN.—Landers, 


e 
| v BRI | i THE BARTON CORP., 
Tary & Clark announce the appointment i 
ot the General Distributing Corporation West Bend, We. 
ng ot Saginaw, Michigan as distributors of 
a Universal Refrigerators in central Mich- 
- ga Mr. F, E. McWhirter, President, 
ty- ‘S$ the active manager of this distributing 
és Tgnization. 
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Natural-Light 


modern lamps eliminate glare and 
sdows, and so improve visibility within 
the lighted area that they make seeing 
easier, with faster, more accurate work pos- 
sible. Their illumination has the texture of 
properly controlled daylight, which reduces 
eyestrain and relieves fatigue. Users of 


Faries Natural-Light lamps may convert a 





arger percentage of bodily energy into 


useful work. 






Mode! 1989 
List $11.00 


Natural-Light is available in a 
wide variety of pleasing designs. 
Styled as portable desk—clamp- 
on-desk — and floor portable 
models, there is a Natural-Light 
amp to meet any office need. 





Faries lamps have been the qual- 


\{ ity standard since 1880. They 
\) sre made from the best mate- 
H rials, with electroplated finishes 


which assure permanent beauty 
and lasting harmony with other 
office furnishings. 

Check over your stock today... 
rders will be shipped promptly 
, our national advertising to 
business executives assures ready 
sales. 








FARIES MANUFACTURING CO. 


and S. Robert Schwartz Div. EM 
DECATUR, ILLINOIS 
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Fairbanks-Morse 


The appointment of R. W. Lewis a- 
manager of the Dealer Line sales divi- 
sion has been announced by A. C. Dedge, 
Vice-president and Sales Manager of 
Fairbanks, Morse & Co. In his new 
position, Mr. Lewis will have complete 
charge of the sale, through dealers, of 
F-M washing machines, ironers, water 
systems, engines, light plants, windmills, 
feed grinders and other dealer products. 





R. W. LEWIS 


Central Illinois P. S. 


Robert D. Stephens has assumed the 
duties of manager appliance sales in the 
new business department of Central 
Illinois Public Service Company. 





R. D. STEPHENS 


lron Fireman 


C. T. Burg, Cleveland, general sales 
manager of the Iron Fireman Manufac- 
turing Co., was elected a member of the 
board of directors at the company’s an- 
nual meeting in February. 

Mr. Burg has served as general sales 
manager since the founding of the com- 
pany 15 years ago. 

At the meeting, President T. H. Ban- 
field announced that the company’s 1937 
net sales totaled $6,538,992, largest in 
history. 


Samson-United 


Named advertising manager of Sam- 
son-United Corporation (Rochester, 
N. Y.): Richard E. Weiss, in sales 
promotion, publicity, and advertising for 
the company since 1936; before that, Pro- 
motion Manager of Hearst’s Rochester 
Journal and American; previously, copy- 
writer for the George Johnston Agency, 
Associates of Moser, Cotins and Brown. 





Toastmaster 


Announcement was made this week at 
Minneapolis of the appointment of Ken- 
neth C. Gifford as general sales man- 
ager of the Toastmaster Products Divi- 
sion of the McGraw Electric Compa: 

Mr. Gifford will be in charge of sales 
for all Toastmaster products, including 
the automatic and non-automatic toast- 
ers, Waffle Bakers, and Hospitality Sets 
in the Domestic Department, as well as 
automatic toasters, Waffle Bakers, Ther- 
motainer equipment, and Coffee Urns ior 
hotels, restaurants, and hospitals. 

In adition, Mr. Gifford will be in 





charge of the advertising for all these 
products. 

William E. O’Brien will continue as 
assistant sales manager, but will assume 
more of the responsibilities of the Do- 
mestic Appliance Department. 








KENNETH GIFFORD 





Harvey Whipple 


Ray G. Whipple, for the past fifteen 
years treasurer of Harvey-Whipple, Inc., 
manufacturers of Master Kraft Oil Burn- 
ers and Air Conditioning equipment, was 
elected general manager of the corpora- 
tion at the annual meeting of the Board 
of Directors recently held in Springfield, 
Mass. Mr. Whipple’s appointment marks 
another milestone in the rapid and co: 
sistent growth made by this firm since its 
inception some fifteen years ago. 








RAY G. WHIPPLE 





Frigidaire 


Promotion of C. W. McMullen, ass 
ant chief inspector, Frigidaire Divis 
General Motors Corporation, to manager 
standards division, was announced to: ay 
by E. G. Biechler, general manage 

Mr. McMullen succeeds Harry M. 
Williams, who resigned to become di- 
tector of research of the National Cash 
i Register company. 


goryzeeze 
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We Tell ’Em—You Sell ’Em! 


N a recent survey made in 5,000 typical homes for Sales Manage- 
ment Magazine by the Market Research Corporation of America, 
General Electric Refrigerator and Kitchen Appliance advertising 
led the field in popularity by a wide margin. It received more than 
twice as many favorable mentions as that of the next leading 
competitor. There will be more of this type of General Electric 


advertising in 1938. It’s the kind of sales support you want! 


Going up now on the nation’s billboards is the striking, full color 
G-E 24-sheet poster reproduced above. It directs refrigerator pros- 
pects to the General Electric Dealer. Other G-E posters will follow. 


And again this year, General Electric Refrigerator advertising in lead- 
ing national magazines and keycity newspapers from coast to coast 


will dominate. It is quality advertising as well as quantity advertising. 


We're telling ’em in a BIG WAY about the 1938 G-E Triple Thrift 
Refrigerator. You can sell ’em in a BIG WAY! See your General 
Electric Distributor NOW. 


General Electric Company, Specialty Appliance Div., Nela Park, Cleveland, Ohio 


The COMPLETE line of electrical home 
every one proved by performance, tested by 


“ 
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GENERAL ELECTRIC RANGE 

with Tel-a-Cook 
Select-a- 

other 

oranges features. 


and 
Washes the 


dishes, disposes of 
wastes—electri- 
cally. It’s your next 
sales opportunity! 





ornnnat @ 2cr RC creme 





YOU CAN AFFORD A NEW 
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PLAN NOW {ox Profits 
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There is a definite, tangible appeal in the 1938 Diehl Fan line that can 
give you a fast-moving fan business. 


Diehl Fan simplicity of design and operation plus the established popu- 
larity of Diehl Fans among buyers of desk, wall and ceiling types and air 
circulators—for commercial and industrial service and domestic use from 
kitchen to attic.... here is a selling combination that’s mighty hard 
to beat. 


Added to this is a series of quick-acting sales helps that will not only 
grab prospects off the street and bring them into your store, but will also 
help you close sales. 


Plan now to get your share of the profits from this extensive Diehl Fan 
line for 1938. Write for your copy of the Diehl 1938 Fan Catalog No. 49 
and merchandising program to Diehl Manufacturing Co., Electrical Division 
of The Singer Manufacturing Co., Elizabethport, New Jersey. 


—< 
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A new face in an old business: E. A. 

Johnson, recently appointed assistant 

sales promotion manager for Lovell 
Mfg. Company, Erie, Pa. 


Bendix 


The appointment of Faith Richards, 
well-known in the domestic equipment 
field for her lecture and instruction work, 
to be home laundry educational supervis Jr 


for Bendix Home Appliances, Inc., of 
South Bend, Indiana, was announced 
today by Judson S. Sayre, vice-presi 


dent in charge of sales. 

Miss Richards has had 15 years ex- 
perience in the home laundry field, cover- 
ing sales and promotion, lecturing and 
teaching. For the past two years sl 
was sales promotion and traveling trade 
representative of the home laundry divi 
sion of Fairbanks, Morse & Company. 


G-E Appliance Sales 


Carl M. Snyder, appliance sales man 
ager of the General Electric Company, 
has announced the appointment of Law 
rence Jennings as regional supervisor ol 
G-E appliance sales to central stations, 
effective at once. Mr. Jennings will be 
responsible for both specialty and hou 
hold appliances and will contact holding 
companies and the larger operating com 
panies. For the past year he has acted 
as the company’s specialty appliance 
representative in Philadelphia. Mr. J 
nings joined General Electric in 1935, and 
previously had been commercial and 
merchandise manager of the Eastern 
Shore Public Service Company, Salis- 
bury, Md., and the Virginia Public Serv- 
ice Company, Alexandria, Va. 


David W. Skinner has been named 
managing engineer of the Appliance sec- 
tion of the General Electric Company by 
W. Stewart Clark, Manager of the 
sridgeport works. With this appoint- 
ment, Mr. Skinner becomes responsible 
for both engineering and manufacturing 
of the Appliance section. 


Earl D. Hotaling, sales manager of 

the Apex Rotarex Co. at Oakland, 

Cal. visits in Cleveland to confer on 
1938 plans. 
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Westinghouse 


rge H. Bucher, executive vice presi- 
%% the Westinghouse Electric & 
ifacturing Company, has been elected 
lent of the Company 
unk A. Merrick, president since 1929, 
lected vice chairman. The announce 
was made by A. W. Robertson, 
man, following a meeting of the 
| 1 of Directors at the company’s New 
\ othces. 
11 Judson Myler, president of the 
lian Westinghouse Company, be- 
1 Director of the Westinghouse 
tric & Manufacturing Company at the 
meeting. 
Bucher and Mr. Merrick have both 
with the Westinghouse Company for 
years. As a member of the gradu- 
tudents’ training course, Mr. Bucher 
today became President, began his 
W with the Company on September 1, 
) in an assembly aisle at the East 
burgh plant. He worked successively 
coil winder, as a worker in the 
former assembly, and asa motor gen- 


r tester He began at a wage of 
o« ant By tl od tt nea 

S$ an hour »V ne end Of his sec 
vear his wage had been increased 


0 cents an hour 

rn in Sunbury, Pa., Mr. Bucher was 

ated from the high school there be- 
» entered Pratt Institute, Brooklyn, 

tudy machine design and electrical 
eering His first job was with the 
tinghouse Electric & Manufacturing 

mpany. His first efforts to make a 
tion with Westinghouse were un 

tful, but the young engineer persisted 
xplains “They got tired 

» they hired me.’ 

vo years later he was transferred, as 

rk, to the then relatively unimportant 

rt Department of the company, 

1 has since become the Westinghouse 

tric International Company. Inter 

1 in the problems of electrification in 
he pushed the work there with the 
t that Westinghouse had a major part 
dlernizing that country. 

In 1920 he was appointed Assistant to 
ral Manager f the Westinghouse 
tric International Company, and a 
r later, 1921, Assistant General Man 

ger. This position he held until 1932, 

he was elected Vice President and 
ral Manager 
34 brought further progress in his 


1 was elected President and 


ol Saying 


ral Manager of the International 
pany The following vear he be 
me a Vice President of the parent com 
iny, the Westinghouse Electric & Manu 
acturing Company. In 1937 he was 

med Executive Vice President and a 
Director of the parent company. 

His home is in Pittsburgh, headquar- 
ters of the Westinghouse Electric & Man 
facturing Company. He is married, has 
ur daughters and a son. Until recently, 

lived at Nutley, N. J. 

Mr. Merrick, elected Vice Chairman, 
was born in Lambertville, N. J., and edu- 
ated in electrical engineering at Lehigh 
University, where he was graduated in 
1891. In the same year, he entered the 
employ of the Thomson-Houston Electric 

mpany; served successively as a con- 
sultant with the engineering firm of Blood 
and Hale, manager and chief engineer of 
the Steel Motor Company. When the 
Steel Motor Company was absorbed by 
Westinghouse Electric & Manufactur- 
Company in 1902, Westinghouse offi- 
considered that Mr. Merrick was one 
t the principal assets acquired in the 


Ra 5 


ea 

When the Canadian Westinghouse Com 
par Ltd., was formed the following 
ear, he had charge of construction of its 
ant at Hamilton, Ontario. He remained 


as superintendent and later became, 
ssively manager, vice president, gen- 
manager and director 

r two years after the war Mr. Mer 
was located in London, as special 
resentative of the company. He then 
turned to his duties in Canada. In 1925 


] 
oy 


N€ became Vice President and General 
wa ger of the Westinghouse Electric & 
anufacturing Company with offices at 


Pittsburgh. Four years later, in 
1929, he was elected President. 
_His home is in Pittsburgh, where, as 
ice Chairman, he will continue to have 
-adquarters 
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@ Sales girls “make-up” for their appearance on the sales floor. 


There are some appliances also “made-up” with paint, lacquer, and 
q ’ 


so-called “baked enamel” for their appearance on the sales floor. 


If the sales girls didn't renew their “make-up” frequently, they would 
look like some of those same appliances after they have endured 
household wear for a relatively short time. 


Porcelain enamel, and more especially Lusterlite, keeps that sales 
floor complexion—forever. Its delicate colors never fade; it doesn't 
scratch, stain or mar. Be certain the appliances you sell are surfaced 
with all-enduring Lusterlite porcelain enamels — inside and out. Re- 


member: the more Lusterlite on the appliance—the more profit for you. 


CHICAGO VITREOUS ENAMEL PRODUCT CO. 
1407 SOUTH 55th COURT “ CICERO, ILLINOIS 








POLAROID LIGHTING 12 NEW GIBSON 
COMPANY FORMED DISTRIBUTORS 


WEST HAVEN, CONN.—Anounce- | | GREENVILLE, = MICH.—Follo 
ment is made of the organization of a | ‘heir x VENTION early 
new company to develop the market and | Month, the Gibson Electric Refriger 
promote the use of the new light con- | Corporation launched an intensive 
trolling material, Polaroid, in the field of | P*'®” designed to give the Company < 
illumination. The company will be | Pete national distributor coverage. | 
known as Polaroid Lighting, Inc. with | #asler, general sales manager, has 


. # headquarters in West Haven, Conn., and nounced the app untment of the follo g 
will be headed by Walter Lown, former wholesale distributors e 
director of sales of the Greist Manu Harry Moll, Inc., Denver, Colo.; Lis 
facturing Co. walther & Gough, Los Angeles, Cali 
Northeastern Radio Co., Boston, M 


R. H. McMann, Inc., New York, N 
D’Elia Electric Co., Inc., Bridge; 





Conn. ; siehl’s, In Pottsville, |} 
Albany Distributing Co., Albany, N. 
Coast Radio Supply Co., San Franc 





Calif.; United Electrical Supply Co 
Louis, Mo.: B. O. R. Radio Co., Rea 
Pa.; Hunter Bros., Fayetteville, N. 
3lackwood’s, Inc., Raleigh, N. C. 





SIGNAL ADDS TO FACTORY 
SPACE 


MENOMINEE, MICH.—To 





WALTER LOWN 





Activities of the new company will in- | serve its thousands of wholesale dist: 
clude product development and engineer- | tors, Signal Electric Mig. Co. has 
ing work and the licensing of manufac- | completed and is now occupying a 
turers to sell Polaroid-equipped lighting | addition to its factory here rhe 
products. tion is a two-story brick building, 

Polaroid, the company advises, is the | viding 22,500 more square feet of 
only light polarizing material ever de space. The addit will enable Sig 
veloped on a quantity production basis | Electric Mfg. Co., to increase its | 
and at a cost making commercial appli- | duction and storage facilities. It i 
cations possible. Already available in | second building addition in 2 years 


several products including sun-glasses, | this company has erected, due 
scientific instruments, and educational | creased demand for its products, 
equipment, the illuminating field is the | are small fractional horse power motor 
next of several important markets to be | electric fans, portable drills, bells 


entered with Polaroid. Announcement | buzzers. 


BEVERAGE & BEVERAGE-FOOD ™ of introductory products is anticipated O. H. Henes is Secretary-Treasurer 
j ’ shortly. | and General Manager of the firm. 


COOLERS 


It's profitable for you when you resolve to sell PELCO—the 
electric beverage and beverage food coolers that make their 
own floating ice automatically—as needed. Here's why: 



















1. MARKET—Hotels, restaurants, bowling alleys, taverns, lunch 
stands, dairies are all prospects for PELCO. 

2. PERFORMANCE—that is unequalied. Cools from room tempera- 
ture to desired degrees in about 20 minutes. 

3. SALES and MERCHANDISE HELPS—Full factory cooperation and 
protection... a strong national advertising background. 

4. MANUFACTURING REFINEMENTS—Nine stage cold control— 


super-power—sanitary enclosed coils—stainiess steel hardware— 
baked enamel finish. 











CASH IN on PELC®O in 





1938. Address Desk C-18 









A “privy council” meeting of factory executives and chief field men, an 













” Viwitior innovation in Iron Fireman (stokers) history, was held in Portland, O., 
recently for the purpose of mapping out expanded 1938 field 
PORTABLE ELEVATOR MFG. Co. selling programs. 
BLOOMINGTON, ILLINOIS 





In Canada - UNIVERSAL COOLER CO-of Canada-Ltd 
BRANTFORD, ONTARIO 


“ya 






Yi 


MODEL 240 


yy 


Yin The Swartzbaugh Mfg. Company of Toledo, O. manufacturers of Everhot 
cooking appliances held their annual sales convention recently—a three- 
day meeting to get plans laid for 1938 business. Here are the chief 


"Wp _. —_ executives and field men. 
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LECTR 


_| The Handiest Refrigerator 
! Ever Built! 


‘| Sell the SHELVADOR 


Here’s a refrigerator in which 2 2 
With Built-In RADIO 


a woman can get at things 

easily. Nothing gets lost. The The kitchen is fast becoming an important room, for informal 
shelves in the door permit 
TORY storing of small items so in- 
geniously that you can actually 
get MORE FOOD in the Shel- 
: vador than in any refrigerator 
; of equal size. 















entertaining finds it the center of attraction. This is a feature 
women are liking and smart dealers are taking full advantage of it. 


This is still the greatest 
he. sales story in the refriger- 
ator field ... 


Gate 


1. Faster Freezing 














2. Greater Ice-Making Capacity 





3. Crosley Quick-Release Cube Tray 





4. Lower Cost Refrigeration 





Short Running Time 
Low Operating Cost 
Long Life Due to Short Running Time 


5. Safe Refrigeration 


Low Box Temperature 
18-Point Temperature Control 
Powerful Hermetic Unit 





6. More Rugged Construction 


and best of all—MORE USABLE 
SPACE with the exclusive shelves- 
in-the-door. 








The new, improved Electrosaver Hermetic Unit 


T H E Cc R Oo Ss L E Y R A D I 0 is more efficient, more economical than ever before 
Cc Oo R p Oo RATI re) N e CINCINNATI Each unit is individually tested in the Crosley Prov 


ing Ground for operating pe:formance under the 
POWEL CROSLEY, Jr., President 
Home of ‘‘the Nation's Station” —WLW—500,000 watts—70 on your dial 


most severe extremes of temperature and humidity. 





CROSLEY SHELVADOR 
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“Fill the Empty Socket” was the 
slogan of a two-month lamp campaign 
carried out by the San Diego Consoli- 


dated Gas & Electric Company. Each 
of the company’s 70,000 customers 
received a copy of the Better Sight 
“Pictorial” containing a coupon which 
was good for one 100-watt mazda 
whe presented at the time of pur- 
chase of six 60-watt lamps from any 
electr il dealer 
7 7 . 

Cooperating with local dealers who 

carried on lamp campaigns, the Cali- 


fornia-Oregon and Mountain States 


Power Companies presented free to 
every person who purchased a port- 
able lamp the necessary bulbs for 
its use. In addition display cases were 


installed in all the principal offices of 
the company where sales girls, who 
had previously completed a course in 
home lighting, gave instructions to 
customers designed to stimulate the 
sale of higher wattage lamps 
> 
Among the varieties in the public 


lectrically 
cat in a California substation 
which, it appears, has made a regular 
practice of chasing its victims into a 
hole which brought them in contact 
with the heavily charged wires and 
thus brought about their demise. The 
cow which wandered into a North- 
western Electric company’s 2,400 volt 


news are reports of ane 


line, temporarily brought low by a 
fallen tree, was not so foresighte d 
But fortunately two Northwestern em 
ployees saw the accident and by using 
first aid methods in the shape of an 
ammonia inhalant and a tire pump 
they were able to restore life to the 
inert “bossie” The electrical age 
seems to have reached the animal 
kingdon 
* * * 
Even small appliances are not now 


sold by the Northwestern Electric 
Company of Portland, Ore., which 
gave up this last merchandising service 
a short time ago because of the excel 
lent sales work done by electrical 
dealers in the territory served, the in- 
creasing number of dealers handling 
this merchandise and the general avail- 


ability of reputable makes of appli 
ances in every community 
> . * 
Ending Dec. 25 was the 25th silver 
anniversary sales drive of the Utah 


Power and Light Company, featuring 
electric ranges and water heaters 


The event celebrated the 25th year of 


the company’s existence Appro 
priately prizes of silverware were 
awarded to all who exceeded their 
quotas in the drive. Salesmen’s quotas 
ran to ten ranges per man and three 
water heaters, except in certain of the 
outlying districts, where five ranges 
and one water heater were allotted 
e 2a 

Operating from a truck stocked 
with complete light units, shades and 
attachments, a crew of salesmen of 


the San Diego Consolidated Gas & 
Electric Company recently covered 
that territory of southern California 
for the I.E.S. Lamp Sales Division 
The truck parked in a centrally k 
cated point for from three to ter 
days and ftror it operated a crew ol 
eight salesmen, who used the truck 
as a Sup] ly dey ot 
* > * 

Rose Bowl tickets and all expenses 
of a trip to the celebrated New Year 
footbal gan at Pasadena were 
the iwards for salesmen of dealers, 
jobbers of utilities belonging to the 


Rocky Mountain Electrical League as 


a reward for sales records made during 
a three-month year-end activity 
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Western 


NEWS FLASHES 


Reports from Stockton, California 
indicate a good job done in the air 
conditioning field. Every bank and 
theater in the community is now sum- 
mer cooled and unit conditioners are 
becoming increasingly popular with 
doctors, dentists and beauty parlors 
The total load in commercial air con- 
ditioning is well above 300 hp 


* * * 


Several hundred dealers from north 
ern California attended the General 
Electric conclave and show which was 
held during January in the Fairmont 
Hotel, San Francisco for the purpose 
of introducing the 1938 line of home 
appliances Some of those present 
had come hundred miles to 
attend 


several 





Sponsored by Phoenix, Ariz. Cham- 
ber of Coinmerce in cooperation with 
local garden clubs is an “Outdoor 
Living Room” contest which will run 
from April until Thanksgiving day. 
Nothing is said of garden illumina- 
tion, but the electrical industry will 
be missing a chance if it does not see 
to it that these living rooms are avail- 
able for night as well as daytime use. 


* * * 


The Barrows Furniture Company 
of Phoenix, Ariz. recently held a two- 
day meeting of the “Home Service 
Club,” which they presented in coop- 
eration with the A. J. Bayless Mar- 
kets and the Fox Phoenix Theaters. 
Under the direction of Miss Ruth 
Kruger, home service director of the 








Westinghouse founded the 


work on the first process . . . 


“Tuff Guys", an organization of retail range 
salesmen who proved they could cook. 


have to prove they can wash, iron and hang clothes. 


Now the laundry equipment boys 
Here they are at 





While here we see them getting instructions in ironing by machine. 
When they make the grade they will be entitled to membership in the 


"Tuff Guys”. 





They even have to learn to hang clothes on the line properly which is one 
part of the training they thought they might be spared. 
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Central Arizona Light & Power | 
pany, programs featuring the u 
the electric refrigerator, range an; 
electric roaster were presente 
Phoenix housewives from the stag 
of the motion picture theater. 


*-_ * * 


“Better Homes Week” first. intr 
duced to Phoenix, Ariz. by the Ar 
zona Republic 17 years ago, was agaiy 
a February event. Mrs. Florence 
Austin Chase conducted the five-da 
program from the stage of the Shrin 
Auditorium. Attractive exhibits wer 
presented by a number of local firm: 


including the Electrical Equipmen: 
Company, the New State Electr 


Company, the Vinson-Carter Electric 
the Barrows Furniture Company an 
the Central Arizona Light & Powe 
Company. A complete nursery wa 
provided in the building to care for 
children whose mothers wished to at 
tend the programs. Artists from the 


Republic-Electrical Eqiupment Com 
pany radio station furnished enter 
tainment between afternoon cooking 


sessions. 
* * # 


Hennessy’s of Butte, Montana re 
cently staged a general clearance of 
hold-over electrical equipment, which 
cleared the decks for the new 1938 
lines now being shown in their mezza 
nine department. 


Ss @.s3 


Colorado Springs’ city council ha: 
voted another decrease in rates, a: 


reported by the Rocky Mountair 
News. This is in addition to a pay 
ment by the publicly owned utilit 


of the sum of $136,000 into the gen- 
eral fund during 1937, in place of 
taxes. This contribution for 1938 has 
been set at $180,000 


*- + # 


There are 720 per cent more water 
heaters in use in the territory of th 
Utah Power & Light Company tha: 
there were eight years ago, says : 
February ad of that company. “Here 
Are the Facts” leads off another ad 
with illustrations in the style of Ri 
ley. One of the facts revealed in thi: 
display was that 94 communities ir 
Utah, Idaho and Wyoming enjoyed 
decorative street lighting at Christ 
mas with current furnished free by th 
power company. 


* * & 


Did you know that the establishe 
price for an adult pair of chincillas 
is $3,200, that there are about 1.500 o/ 
them in this country and that the 
are all descendants of an _ origina! 
stock of eleven chinchillas brought t 
Los Angeles some 19 years ago b) 
M. F. Chapman? His son now car- 
ries on his work at the World’s Orig 


inal South American Chinchill 
Farms in that southern California 
city. Nests are equipped with elec- 
trical heating units, thermostaticall) 
controlled. Cleanliness, convenienc 
flexibility, safety and reliability make 
electricity the ideal heating mediun 
for safeguarding these valuable an! 


mals, according to Mr. Chapmar 


* * * 


A new all-electric kitchen has bee! 
opened in the Los Angeles Bureau of 
Power & Light’s San Pedro office 
This is designed as a service for ra 
electrical dealers and these and the’ 
staffs were guests at the opening 
mony. 


* . * 
January and February were both 
lighting months in Pacific Gas and 


Electric advertising. This comp:ny "5 
stressing the necessity of wester 
chants being prepared with ad: \uate 
light for the San Francisco fair «15! 
ors in 1939 
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| “PROGRESS” FEATURES 
Mar and crack proof cylinder cover and 
built-in toggle switch. 
Purifies air in room through special purify- 
ing process (removable Germ Trap) in- 
stalled in machine. 
4 Largest air displacement. Waterlift. 42-44”. 


5 Famous Black & Decker universal motor 
approximately 500 watts. (A.C, and D.C.), 


13 








1 New, different carpet 
nozzle creates Verti- 


cal Plus Horizontal 110 volt. 
Suction. Vertical to 6 Finest workmanship, appearance and per- 
remove deeply im- formance 


bedded dirt, and 
horizontal to remove 
surface lint, etc. in- 
stantly — without 
harming the rug. 
(Arrows in illustra- 
tion indicate “Pro- 
gress” dual vacuum.) 


7 Fully guaranteed against defective work- 
manship for one year. Guarantee certifi- 
cate delivered with each machine. 

» “Priced Right,” with large margin for 
everybody handling our roduct. “Pro- 
gress” not only stays sold but builds business. 

9 Approved by Underwriters Lab., Inc. 
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FINEST QUALITY 


PERFORMANCE 


ABILITY 
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“PROGRESS” GIVES 4024 DEALER 
4nd SALESMAN A FULL PROFIT 


Why the ever increasing demand for ‘‘Progress?’’ It is 
because the home cleaner market is-largely a replacement 
one. Customers demand a cleaner that will give them much 
more than any cleaner they have ever owned. Dealers too, 
want a cleaner that offers greater value to their customers. 
So, both customers and dealers are turning to “Progress” the 
finest and fastest moving home cleaning ensemble in Amer- 
ica. The many exclusive “Progress” features and its super- 
efficient attachments with their famous 101 uses, cut sales 
resistance to the bone. You can actually make as much or more 
money selling the ‘Progress’ Vacuum Cleaner and Air Purifier 
than any other major home appliance. Ask your distributor or 
write us today to prove this statement. 


PROGRESS VACUUM CORPORATION 


Manufacturers « Cleveland, Ohio 


“PROGRESS vacuum cleaner & AiR PURIFIER 
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in 1938 


*eenew, improved line of 
domestic ranges, with the 
FASTER KALMAX Burner and 
more economical EVEN-OVEN 


eeeplus the wonderful 818 
COMMERCIAL line (for vol- 
ume in an untapped field) 


eeeplus the liberal 1938 
Standard Plan of dealer co- 
operation 


Standard, 


neered so many of the important 


which has pio- 


electric range developments, is today 
in stronger position than ever before 
to cooperate with dealers in promot- 
ing profitable range sales and help- 


ing them to secure their full share of | 


this active market. The new im- 
proved 1938 Super Series Standards 
are the finest in all the long Standard 
Electric Range history ... and 1938 
will see the most aggressive promo- 
tion by Standard in working with its 
dealers 


Mail coupon below 
for full details! 
L 


CAPITAN (No. 1540) ... one of 
the beautiful new Super Series Stand- 
ards for 1938. 


Standard Electri 
Ohio 


Manufacturing Corporation 
Toledo Ma 
Please send information on 

Standard 1938 Domestic Ranges 

Standard 1938 Commercial Ranges 

Standard Dealer Plan for |938 


* 
SSSR RH eee eee EB ee eee eeee 
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Mystery Solved 





Callers at the Houston Wholesale 
Appliance Company heard C. H. 
Vaughan refer to his secretary as 


Pet" and "Honey", etc. Now it 
turns out that the young lady is 
his daughter and is studying the 
business. The company distributes 
Stewart Warner refrigerators and 
radios, ABC washers. 


\Vhen Barker Bros. of Los Angeles 
staged their annual February clear- 
ince sale, with special values in the 
electrical department, customers were 


permitted to call in from outlying 
ommunities to give orders, without 
ll costs 
\ four-day open house celebrated 
he opening of a major-electrical ap- 


liance department by the Barris Hard- 
ware Company of Los Angeles. Sev- 


eral hundred invitations were sent out 
by mail and the store was taxed to ca- 
pacity to accommodate those who came 
to view the model kitchen and to wit- 
ness the demonstrations of appliances. 


Mr. Dean K. Barris reports a good 
volume of sales during the event and 
says that the addition of the new de- 
xartment has increased store traffic 
nd is improving sales in all parts of 
the store 

* * * 

Seattle’s City Light Department 
itfers advice on kitchen remodelling, 
the first step being the purchase of 
an electric range. A 1938-model West 
inghouse is offered at $125.30, less 
trade-in allowance 

x * 
Free trial for a week of a small 


gadget for radio “noise control” was 
recently offered by the Powers Furni- 
ture Company of Portland, Ore. You 
pay the $1.50 to take it home, but the 
money is refunded if vou bring it back 


within seven days 
* * - 
Odd lots, discontinued numbers, 
sample and “as is” appliances were 


offered recently by Meier & Frank of 
Portland, Ore., in one grand clearance 
sale, held in the store's auditorium on 
the tenth floor. 


One of the true stories of “our 400” 
(referring to the 449 men and women 
employees of the Northwestern Elec- 
tric Company which have been appear- 
ing in Portland, Ore.. newspapers is 
that of the “talking teakettle.” This 
tells of a Portland home where the 
lights would sometimes go on even 
when the electricity was disconnected 
at the meter and where were 
heard occasionally coming out of the 
teakettle. An investigating service man 
discovered a 1,000-watt amateur short 
wave station located next door whose 
radiations were picked up by the wir 
ing in the custamer’s home. Crystal! 
formations in the teakettle acted as a 
rectifier to produce the ghost voices 
Condensers in the switches and the 
cooperation of the neighbor radio fan 
helped to solve the difficulty. 


voices 


Another Handsome Layout 


C. H. Wilson, manager of ithe 
Norge Division of the Strong, 
Carlisle and Hammond Company, 
Cleveland, O. distributors, thinks 
that their new appliance display 
rooms are about the finest in the 
country. Here is 7,000 square 
feet of space devoted exclusively 
to the display of Norge refrigera- 


tors, ranges, washers, ironers 
stokers, oil burners, furnaces and 
commercial equipment. 





| 





















































Hale Bros. of Sacramento, Calif., ha; 
been holding an exhibit and demon 
station of sun lamps on the main floo; 
of the store. The lamp department 
on the third floor. 


* * * 


As a special offer to gain new credit 
customers the Federal, of Sacrament 
Calif., sold Nesco roasters at $13.9; 
nothing down and 50 cents a week. The 
offer lasted for two days and no cas 
sales were accepted. 


* » 


The Brown-Johnston Company 4 
Spokane ran a January Clearance Sa} 


which inciuded some new mer 
chandise, some floor samples ar 
some reconditioned appliances 


annual event which brought customer; 
to the store when the doors opened 


Ss «4 


Tull & Gibbs of Spokane have bee; 
offering a series of specials in thei 
electrical department at what they « 
“Pre-inventory” values. In additior 
to other savings, they allow two year 
to pay, with first payment postpon 
for a month. 


* a - 
Free services on home lighting 
kitchen planning, air conditioning 
wiring and laundry are offered 


Spokane homemakers by Washington 
Water Power Company advertis: 
ments. This company ended Januar 
with a complete clearance sale of 1937 
model Hotpoint and Westinghouse 
ranges. 

. = * 


Mast’s of Seattle, Wash. has tak 
over what was formerly the Hostetler 


Norge Store at 6th and Pine Sts 
which it is operating as its Store 
No. 2. 
* * * 
The Harper-Meggee Company of 


Seattle, Wash. announce their appoint- 
ment as distributors for the Kelvinator 


line. 
* * * 


The Utility Illuminating Company 
moved its manufacturing head 
quarters to 230 Madison Ave., Oak 
land, Calif., for its line of I.E.S. lamps 
Wm. H. Gribble is in charge Thi 
company has announced the appoint 
ment of Les Bexter, Portland, Ore 

its Northwest agent and Jim Edwards 
Vancouver, B. B. as its representative 


has 


in the Dominion of Canada. 
*« * * 
The Woolwine-Norris Corporation 
of Los Angeles gave a December 


electric 


showing of their new line of 
ranges before an audience of some 
400 dealers, salesmen and utility em 
ployees in Los Angeles. There ar: 
models, one of them featuring an elec: 
tric heater installed in place of the 
utility drawer with a time clock 
tachment which makes it possi! 
have the heater automatically turnet 
on in time to heat the kitchen betore 
the housewife enters it on a cold wit 
ter morning. 
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Many of your prospects for electric appliances 
are folks who have used my service before. 


Because they know the convenience of my 
time-payment plan of buying they'll use it 
again in the purchase of electric appliances. 


I have helped them buy automobiles, and 
automatic equipment for the kitchen and laun- 
dry. They appreciate my company’s courteous 
collection methods and reasonable charges. 
When you offer them Commercial 
Credit Company financing, you get 
quick acceptance of terms. 


I know how to investigate new cus-_ 
tomers and re-investigate old ones 











“LOOKING FOR 
GREATER VOLUME? 


talk tome! 


without embarrassment or offense. I'll steer 
you clear of the bad risks. 


Through me you can free yourself from credit 
and financing worries—devote 100% of your 
time to your real business of sales. Your job 
will become easier. Profits will flow in faster. 


I am your local Commercial Credit Company 
manager. I am in more than 200 offices 
in principal cities of the United States and 
Canada. My company’s great resources are 
not affected by temporary adverse local con- 
ditions. I can finance all] the sales you can 
make. I stand ready to serve you. Call on me! 





Commercial Bankers 


Headquarters: Baltimore »* Consolidated Capital and Surplus Over $64,000,000 


SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH MORE THAN 200 OFFICES IN THE U.S. AND CANADA 
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The PRODUCT PHAADE 


@ In which new products 


and merchandise pass in review for your benefit. 














KELVINATOR Ranges 


Kelvinator Dwv., Nash-Kelvinator Cor; 


Detroit, Mich 
Model ER-21 and ER-31 


Selling Features: Divided cooking tops; 
Kelvinator-Chromalox high _ speed 
surface units; built-in §S h kettle 
an terval timer 3-heat switcl 
gives flexibility and utilizes inner ring 
of surface units; 1 piece table top and 
back plate; single unit oven wit 
smokeless broiler rack; cooking lam 
top is supplied as regular equipment 
m ER-31 and is optional at a nomi- 
nal arge on ER-21; 2-piece condi 
ment is furnished with each range. 

Convenience outlet in center of cor 


trol panel permits handy attachment 


of a mixer or other accessory: over 
switch and thermostat with oven pilot 
with a translucent dial 


ER-31 has an easy-sliding storag: 
drawer These new models replace 
former Kelvinator models ER-20 and 
ER-30 Electrical VM erchandising, 


Mar 1938 
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ELECTRIC EYE Burglar Alarm 


Universal Control Devices, 201 N 
Wells St., Chicag 

No. 100 Universal “Electri 
burglar alarm unit for stores, 


garages, hotels 











l Features Consists of 2 
unit light source to be mounted 
ar plugs into ar 110 volt 
A.( J yutlet, and a Photo-Ele 
tric Robot with “elect eye” wh 
also plug o 110 volt ac. or d 
outlet > wires { a bel r 
gong are nnected Robot a 
ght source : e alarm 
tripped it tinue ring unt 
nanually t ’ 
VU orcrhas \f 29 


WESTINGHOUSE Water Heaters 


Westinghouse Electric & Mfg. Co 
Mansfield, Ohi 
‘ Home Proved” 1938 line 


automatic hot water heaters 


yelivig Features Three designs 
square, round and table top. Square 
nodels capacities from 1 to 120 gal 


round heaters are available in 30, 52 


66 and 80 gal. sizes; table top heaters 


and 30 gal. sizes table t p heat 
ers have porcelain work surface am 
vacksplasher Corox heating units 


id-water baffle, Pelco wool insula 
tion, dependable thermostats, galva 
ized steel or Monel metal tanks are 
ther features 

All models attractively designed and 
finished in white Dulux.—El/ectrica 
Verchandisn Mar h 1938 








v 


HOTPOINT Sink 


Edison General Electric Appliance Co 
Inc., 5600 W. Taylor St., Chicago, Ill 


Vodel M5 combination dishwasher- 

sink with right hand drain board. 
Dishwasher holds 30 
pieces plus silverware—approximately 
5 qts, of water is required for each 
vashing and each rinsing; tub is of 
stain-resisting vitreous enamel inside, 
white speckled with black; white 
stain-resisting vitreous enamel sink 
top with integral back splasher 34 in. 
high with ventilation grill; chromium 
tray; aluminum dasher; 7 hp. motor, 
110 volts, 60 cycle, ac.; base type 
abinet of bonderized steel finished in 
haked-on Calgloss with black japan 
vase ; toe space 4 in. high, 3 in. deep; 
lesigned for installation of the 100 
Jl kitchen waste unit; dishwasher- 
sink and kitchen waste unit may also 
be purchased individually.—Electrical 
Wi handising. March, 1938 


Selling leatures: 












PROCTOR Toaster and Bridge Set 


levice: Combination of an automatic 
toaster and a 21 piece luncheon 
service which regularly retails for 
$19.95 at an introductory price of 
$15.95 
Selling features: Combination con- 
sists of Proctor Feather Touch 
No. 1436 toaster and Salem China 
Company's colorful Tricorne cup 
plate bridge set in Mandarine red 
and white—21 pieces consists of 4 
cup-plates, 4 cups, 4 nut dishes, 4 
beverage glasses, 4 sippers and a 
large sandwich trav.—Electrical 
Verchandising, Marcel 1938 





MAYFLOWER Refrigerator 


Vayflower-Lewis Corp., Duluth and E. 
Seventh St., St. Paul, Minn. 


Vodel: De Luxe Master. 

Selling Features: Porcelain cooling 
unit ; illuminated cold-control dial with 
17 freezing positions and defrosting 
key; concealed indirect lighting; eye- 
level thermometer; Pure-air filter 
eliminates odors and prevents food 
from acquiring taste or smell; 6.4 
u.ft. capacity.—Electrical Merchan- 


dising, March, 1938. 
v 


WAGNER Fans 
Wagner Electric Corp., St. Louis, Mo 


Vodels: 12 new ratings have been 
added to the Wagner fan line: 12 
and 12 in. pedestal-type ultra-quiet 
fans; 24 and 30 in. 1 and 2-speed 
d.c., 3-blade, quiet blade circulators ; 
a 12 in. 2-speed exhaust fan‘ 36 in 
4-blade, 1 and 2-speed, reversible 
and non-versible ceiling fan; a 10 
in. popular priced wall box ventila- 
tor and a 9 in. reversible ventilating 
fan and wall box 


Selling Features: Wagner 12 and 16 
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in. pedestal fans, designed for us¢ 
in offices, restaurants, etc. wher 
quiet and large volume cooling 
required, supplement the 24 and 30 
in air circulators, extending range 
of volume cooling to 2 lower ca 
pacities; wide, overlapping, quiet 
fan blades; shaded-pole, induction 
type motor; ebony and silver gray 
guard, pedestal and base; 3-speed 
switch in base. 

Wagner wall box ventilators are 
designed for permanent installatior 
in walls of homes; providing proper 
ventilation of kitchen; wall box is 
adjustable to fit thickness of walls 
from 7 to 124 in. in width; cream 
colored enamel finish; automatic 
switch operates with the movements 
of door to start or stop fan; ava 
able in 2 types: a 10 in. popular 
priced model and a 9 in. Hig! 
Grade wall box. A convenient tog 
gle switch on_ back-end-plate 

9 in. fan motor provides for re 
versing the direction of air-flow 

x out.—Electrical Merchandisi) 
March, 1938 





v 
ELECTROMASTER Range 


Electromaster, Inc., 1803 E, Atwater 


St., Detroit, Mich. 
Vodel: 80. 


Selling Features: Surface burners 
consist of 2 Vita-Misers and 2 
Chromalox units 2000 and 1200 
watts; light in oven; storage draw- 
er; new style oven liner wit! 
safety locking racks; convenience 
outlet; bi-rotary 3-heat swit 
full-floating bi-metal thermostat 
ombined with oven switch; stand 
ard porcelain enamel broiler and 
rack; opening on top of back plate 
for lamp and clock assembly; open 
ing on range back for installation 
of clock receptacle; floor space 
40x24 in.; 36 in. to cooking 
stainless tri-vent on top of back 
plate. — Electrical Merchandis 
March, 1938. 
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WHY DULUX HELPS SELL 
REFRIGERATORS FASTER 
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! puLUX R! 


DULUX is a definite sales help! It’s the extra-value finish women want. Feature DULUX 
in your selling, the way so many other alert dealers are doing to speed up turn- 
over! E. |. du Pont de Nemours & Co., Inc., Finishes Division, Wilmington, Delaware. 


‘OU PONT f) | LUX She Wledeon Kefrige oaloe Fintsse 
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Avoyso NEW mm THE PRODUCT PARAD 


in the Appliance Field | Air Conditioning Equipment 


| 











First came tion of fly ash is an ponent UTICA Air Conditioner 
’ feature of this series, consequently 
Vacuum Cleaners : . when equipped with a bin feed Utica Radiator Corp., Utica, N. 
stoker, the unit requires virtually at : : : 
no attention; clinker compartment Model: Utica Air Clipper self 
is located between front casting tained washed air conditioner 
_ and fire 0 t—El lectrical Merchan- stores, beauty shops, ex. in 3 an 
Washing : UNIVERSAL COOLER Room dising, Fo 1938. ton capacities ; specially ‘designed 
. irigerating compressor is housed 4a 
Ve Machines : : Cooler botiomn of same cabinet which con. 
nay uiversal Cooler Corp., Green & v tains washing sprays; new type intake 
l Sts., Detroit, Mich. and discharge header . used on top 
: ; ; . 7 for delivery of air in 3 directions jf 
Then Vevice: ortabie roo _— desired ; provision is also made for 
‘. no INCE ps, etc. outside air intake connections. 
| Refrigerators vening at leans, cools, de- Price: Model 3, $1,095; model 
ht rcul lor warm $1,395. — Electrical Merchand 
ed with a i March, 1938. 
ympressor using 
capacity of 9,000 
easily installed by 
ipe connections and 
furniture steel cabi- 
rained walnut; easily 
ls for quick accessi- 








ler h mndis- 


FLUID HEAT, Oil Burning Water 
Heater 


Fluid Heat Div. Anchor Post Fence Co., 
Baltimore, Md. 


Device: Oil Burning water heater. 


Selling Ieatures: Holds over 40 gal. DUO-THERM 


with a maximum hourly Capacity of 

FI ag nage a special flange-mounted Duo-Therm Div. Motor Wheel Corp. 
uc : eat pressure burner firing at Lansing, Mich. 

ro G.P.H. with No. 3 fuel oil; gal- 

vanized cylindrical jacket finished in Device: Oil-fired air conditioned heat- 

lettuce green with black trim: re- ing units ior small homes. 

Selling Features: Patented dual 


quires 24x36 in. floor space, 37 in. 
me “lertes < a : u 
ation high. — Electrical Merchandising, chamber burner; wide clean fire 





e } O22 ee 
March, 1938. range and flexibility of burner per- 


mits low enough clean fire to oper- 

ate on high-to-low principle, elimi- 

nating cold floors and “cold 70”, 

together with thermostat gives uni- 

to set | form temperature control; tailored 

xy is accomplished cabinets enclose entire unit; power- 
utside air over ¢, ful blowers and triple filters; built-in 


large condenser; 4 h.p. G.E. rubber- draft regulators; special waste 
mounted, lt-tightener type motor = stopper located in cold air return; 
lrives twin-cylinder compressor and double casings; automatic humid- 
mdenser fan; small separate mo- fiers ; 3-way stack outlets; 3 m dels 


tor turns recirculating fan which with B.t.u. outputs ranging from 


handles nearly 200 c.f.m ; Capa “ity | 51,500 to 112,000.—Electrical Mer- 
AUTOMATIC ELECTRIC ELECTRIC 4me BTUs oer tess ene hee | chandising, March, 1938 


.s hr.; uses about 


0 atts; metal cabinet, 27 in. 
WATER HEATERS long, 15 in. deep, 13 in. high. 


59.50.—Electrical Merchan- 


: ¥ : dising, March, 1938. 
Automatic electric water heating is 


on the up-grade everywhere. The 

size of your share of this profitable oes 

business will depend cnc upon HEALTHIFIER Humidifier 

the type of heater you offer. So Lion Mfg. Co., 2640 Belmont Ave., 

remember—Only Sepco has the Chicago, Ill 

vertical, high-speed, au lasting : ; : 

Heating Unit . . . Only Sepco , Device: Healthifier humidifies, circu- 

has genuine Cork Insulation . . lates, washes air. 

Only Sepco has Vapor Tension 2 Selling Features: Humidifies by au- 

Thermostats which assure instant tomatically maintaining correctly 

and accurate operation at all i balanced humidity in relation to 

times . . . And only Sepco has room temperature; provides perfect 

all these built-in advantages plus air circulation without draft, draw- 

a complete range of styles and SUNBEAM Air Conditioner ge nen bh <. fed of room Vv 

sizes, plus colorful window displays | to be washed, humidified a re- 

and Jw point of sale helps ch Fox Furnace Co., Elyria, Ohio —— to pe fresh and Pee JEFFERSON Controls 

will make Sepco a headline at- : a ive kia’ ale washes air in clean water, absorbs ° : . [il 

traction in no store. Device: _Sunbe am Series “S” direct odors, dust, smoke, pollen, afford- Renae Sits Co, Ea, 2 

fired air conditioning unit for bi- ing relief for hay-fever and asthma Device: New tamper-proof aif 

Write today for complete details _tuminous and anthracite coal. victims. switch temperature controls for it 

of our new dealer proposition. Selling Features: Designed for hop- Available in 3 models: Sentinel, for stallation where unauthorized of 
per and bin feed stokers; heating modern home, office or shop, Com- easy adjustment of thermostats 


element provided with openin panion, chair-side model with roo t desirabl 1 knob and 
THE AUTOMATIC ELECTRIC and cues 00 Gut ue culling Is | compertmenia fer dudediens Gul. saul Gista uw camavat eam Gt 
HEATER C0 INC required to install stoker_ from books and Zephyr streamlined model side enclosing case, and range at 

Le front, 





rear or either side of unit; which also serves as end-table; all justment can be made only by ft 
special model available for instal- models walnut finished cabinet. moving case; absence of ust# 
POTTSTOWN, PENNSYLVANIA lation of stoker below floor level; Prices: Sentinel, $64.50; Companion, control knob removes temp:atiol 
ator large enough to $80.50 and Zephyr, $83.50.—Electrical of tampering.—Electrical Merchar 
season's accumula- Merchandising, March, 1938. dising, March, 1938. 
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(2A PREMIERuses 
COLOR SMASH 


ican Weekly 


Great Spring campaign starts 
soon and covers entire 
Spring buying season 


Tie up with the most unusual Spring 
promotion drive in Premier's entire 
history! Beginning in April, Premier 
will use a big color smash and then 
more smashes in one of the greatest 
advertising mediums in this country. 
The American Weekly goes into your 
community. It sells goods! So when 
we tell you we are going to be in this 
publication week after week after 
week — it means business for you! 
This fine Spring campaign will help 
you put your cleaner business back 
on a QUALITY basis. You'll sell 
Premier cleaners—and make a real 
profit on every sale! The coupon 
mailed now will bring you the whole 
story in time to enable you to join in! 





For details on model to be featured and 
full information rush coupon NOW! 


one of America’s 

largest-selling and 
best-known 

VACUUM CLEANERS 
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The trade mark NICHROME is so well known throughout 
the world, it is frequently used to identify any NICKEL 


CHROMIUM resistance 


Since only DRIVER-HARRIS makes NICHROME specify on 
your orders To be equipped with the Driver-Harr 


alloy NICHROME 


DRIVER-HARRIS CO., HARRISON N. J. 





SO MUCH 
FOR THE 
MONEY 


NEVER 





















cosloon ¢ A n I L L A C 
_— VACUUM CLEANER 
NOTE THESE All who have seen the new stream- 
FEATURES lined Cadillacs have marveled how 
; machines of such obvious beauty 
ne and quality can be sold for so 


ae This can mean 
but one thing: immediate pub- 
lic acceptance with assurance of 


. little money. 
2-Speed Ball 


Bearing Motor 


Electri Floor quick sales and _ consistent, 
— ° mounting profits for Cadil- 
re Nap lac dealers. Investigation 
Aepetneet of Cadillac machines and 
ap aage Handle Cadillac’s merchandising 
ous Suction set up will convince you 
Fan that Cadillac offers the 
money-making opportunity 
NATIONALLY of 1938. 
ADVERTISED 
TO 19,000,000 7 
READERS 
Sold only 
* thru reliable 
For deale rs an d 
complete distributors. 
information 
write to , 2 
the — 
6650 SO. NARRAGANSETT 
s s CHICAGO, ILL. 
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AMERICAN BEAUTY Washers 
Getz Washer Co., Morton, Ill. 


Models: 116 and 135. 

Selling Features: The new 1938 line 
has six profit step-ups; leading 
model No. 116 illustrated is equipped 
with easy-touch safety wringer; 
Tapered post agitator; spray per- 
forations; “air-and water” action. — 
Electrical Merchandising, March, 
1938. 





G-E Waffle Iron 


General Electric Co., Appliance & Mdse. 


Bridgeport, Conn. 


Device: “Westport” waffle iron. 
| Selling Features: Wide tray base and 
batter-overflow rim; heat indicator; 


quick-heating glow-coil unit, 660 watts, 
115 volts; chrome plate with ebony- 
finish Textolite lifting handles; alumi- 
num grids; expanding hinge insures 
even browning. 

Price: $5.95.—Electrical Merchandising, 
February, 1938. 





FRESH'ND-AIRE JR. Circulators 


Fresh’nd-Aire Co., 430 W. Erie St., 
Chicago, IIl. 

Models: Low stand and wall mount- 
ing, and high stand. 

Selling Features: Four sizes: 17, 20, 
22, 26 in. ; equipped with special cus- 
tom built shaded pole induction mo- 
tors by GE and Westinghouse; chain 
pull operated speed control permits 
choice of several speeds fram 800 
to 1600 r.p.m.; dial indicator shows 
speeds; new principle of propeller 
design; chrome plated base, rubber 
mounted low stand makes it possi- 
ble to use on table or wall; stream- 
lined chrome motor housing; high 
stand is adjustable from 4 to 8t ft. 

Prices: 17 in., $27.50; 20 in. $32.50; 
22 in. $42.50; 26 in. $47.50.—Electri- 
cal Merchandising, March, 1938. 
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NEW ve tux 
E€VERHOT 


ELECTRIC COOKIN 
CHEST 


WITH  BROILA 
AND 
CHROME STAN) 










America’ 
first 
and 
most 

complete 

electric 

“roaster” 


At lowest PLices eve 
quoted for comple 









electric 
And special 
prices for complete ensemby 
of cooking chest, broiler an 
stand. Choice of colors 


NEW -spectat 
€VERHOT 


ELECTRIC COOKING CHESIP 


A lower priced model in this very 
popular line. 


NEW €everHot 
AUTOMATIC ROASTERETTE 


Low price small 
automatic control. 
Steamer. Roast- 
erette prices 
start at 


F 


electric roaster wit 
With Broiler and 


$6.50 





NEW €veRHOT 


TIMER- 
CLOCK 


Swartzbaugh desi&® 
ed and built. Turt 


current ‘“‘on'’ ae 
‘oft’? during 
time up LR 
hours. For 4! 
Everhot appliance 
—also washing ™ 
chines, radios, 


Retail price a 
$5.95 


@ National Advertising 
@ Lower Prices 
@ Fine Sales Helps 





NEw 


Write today for new 5-color catalog ™ 
name of your jobber. 


SWARTZBAUGH MFG. CO. 


Toledo, Ohio 
| 1498 Merchandise Mart 


Chica? 


ING 


sie 


cookin, H 


lowe 














ELEC) 


erica’s 
irst 
nd 


lost 

1 plete 
ctric 
aster” 
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SLICES eve 
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Cooking 








ial lowe 


ensemb: fe 
roiler agi 
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TRY USING THESE SIMPLE SELLING SENTENCES 
to sell more G-E bulbs 





’D LIKE THIS BULB, PLEASE 





URING the course of the day 
you meet all sorts of customers 


MAY | ASK WHERE 
YOU WANT TO USE IT? 
YOU KNOW DIFFERENT 
SIZES OF BULBS ARE 
RECOMMENDED FOR 
DIFFERENT USES 


and all sorts of sales situations. Re- 
peated tests prove that sales of G-E 
bulbs can often be increased by saying 
just the right things. Here are a few 
examples that will give you some ideas. 
Try using these selling sentences . 

in your own words if 
you wish . . . and see 
how they will help you 
sell more G-E bulbs. 
General Electric Com- 





Be sure to identify 


pany, Nela Park Cleve- your store as head- 


quarters for G-E 


land Ohio bulbs with this buy- 


ing sign. 














| NEED IT FOR MY KITCHEN AND I’LL NEED A COUPLE 


OF 60-WATT BULBS, TOO 


LIGHTING EXPERTS 
RECOMMEND THE 














— 


100-WATT LAMP 
OR THIS 150-WATT 
MAZDA DAYLIGHT 
LAMP FOR A 
CEILING FIXTURE 
IN THE AVERAGE 
SIZED KITCHEN 


WHY NOT BUY A 
CARTON OF BULBS 
SO YOU WILL 
ALWAYS HAVE 
SOME ON HAND 
WHEN ONE BURNS 
OUT? THE 60-WATT 
SIZE IS ONLY 15c 





DISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
They slay brighter longer 
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CHROMALOX 


Super-Speed RANGE UNITS 
| Vk Bee 


them 
because 


they’re so | 
easy to clean 


“I’m not afraid of the results when 
something boils over on one of the 
Chromalox my It 
can’t harm the unit, and it’s easy to 
simply wipe off the flat top. Noth- 
ing that drains through causes any 
trouble either, as it runs right off 
the deflector plate. But things don’t 
boil over so much, now that I’ve 
learned how fast these units cook.” 


Easy cleaning just one more 
Chromalox advantage, resulting from 
the construction of these popular 
units. Many housewives like them 
because they’re fast, or because the 
“two-units-in-one” feature provides 
extra economy, or because they last so 
long, without loss of cooking speed. 


DEALERS, UTILITIES AND RANGE 
MANUFACTURERS LIKE THEM TOO 


not only because Chromalox units 
help range sales, but because they 
cut out profitless after-sale servicing. 
Once sold, they stay sold. 


units in range. 


is 


Chromalox units fit all ranges—no 
need for heavy inventory to serve 
a wide territory. Ideal for replace- 
ment. Get the facts—use the cou- 
pon, 


GET THIS 
SALES PLAN 
BOOK 4 







Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 
CHROMALOX PLAN 


Send me the book 


Name 


Position 3 
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HORTON. ficst evecy. time 





HEIDEL Fans 


Electric Co., 501 30th Ave., 


S. E., Minneapolis, Minn. 
Models FI w stand, ceiling, and 
wall models available in 2 sizes—20 
in. single speed, and 24 in. 1 and 2 
speeds 
elling 1 ( Two large, wide 
curved ila 1 blades dynamically 
adjusted to permit greatest passage of 


free air; blade is suitable for suction 
shaded pole motor for 
no radio 





110 volt cycle a.c. only, 

interference; self-aligning bronze 
bearings; floor model is adjustable 
from 44 to 8 ft.; can be tilted 30 
degs. up or down; low model for use 
on high shelves, counters, etc., not ad- 
justable; ceiling models designed to 


save floor space, pull chain operated | 


switch; 20 in. models, have a capacity 
5,000 c.f.m.; 175 watts; 24 in. 
dels high speed capacity 7,500 c.f.m. | 


ind 350 watts, low speed 5,000 c.f.m.; | 


Ptr tr ‘ - 
available in 4 colors, tan, cream, | 
Chinese red, and green. 


Prices: 20 in. models, floor, $37.50; low 
tand and wall, $33.50; ceiling model, 
$32.50. 24 in. models: floor, $54.50 
single speed $59.50 2-speeds; low 


stand, $48.50 single speed, $53.50 2- 


speed; wall and ceiling models, $47.50 
single speed, $52.50 2-speeds.—Elec- 
trical Merchandising, March, 1938 





WESIX Heaters 


Wesix Elects Heater Co., 390 
First St., San Francisco, Calif. 
lels: “Bilt- 


bathroom h 


In” and “Forty-Niner” 
eaters. 


Features: 


heater des 


Selling “Bilt-In” compact 
igned to give instant heat 


and bathroom comfort to average size 





me; 20 in. high; “Forty-Niner” is 

49 igh; chromium finished to 

harmonize with all bathroom inter- 
or 

Price: “Bilt-In”, $14.95; “Forty-Niner” 

$21.50. — Electrical Merchandising, 




































































finest every way HORTON 











HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 



























































































































































Modern fan-conditioning offers unusual 
profits to dealers this coming fan sea- 
son. international Air Circulators are 
just the thing for stores, restaurants, 
shops, etc., and are also used in 
homes to cool super-heated attics, as- 
suring peaceful sieep. 





International DeLuxe Air Circulators 
are correctly engineered and _ ultra- 
modern in style—with less vibration 
or noise, and deliver an abundance 
of air. Made in three and two blade 
models, in two sizes, for ceiling, wall, 
floor, or counter, so as to meet every 
requirement, Internationals are priced 
to meet popular demand—yet with a 
good margin of profit to you. Be pre- 
pared—write today for complete de- 
tails. 
Manufactured by 


INTERNATIONAL 


OIL BURNER CO. 


ST. LOUIS, MO. 
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The New 1938 


Have these important selling facts 


COMFORT © BEAUTY © ECONOMY 


DISTRIBUTOR:—Here is an item to stock 
for a big mark-up. We offer tremendous 
possibilities for quick dividends. HEIDEL 
fans can be eas 
ily sold because 
of a low list and 
liberal discount 
policy. Ideal f 
hotels, taverns 
club rooms, stores 
offices, restaurants 
homes, etc. 
Specially de 





signed with tw 
blade impeller 
fan, streamlined 
and modern 
ished in bright 
automobile colors 
with nickel an¢ 
chromium trim 
High capacity «st 
low operating 
costs due to our 
own shaded po 
motor design r 
nished in Filo 
Model 

© Low Stand 


Ceiling Mounting 
@ Wall Mounting 


TWO SIZES 
20” and 24 


24" Floor Model 


LIST PRICE 
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| $h 450 
FLOOR MODEL HA 


Send for further information today! 








HARCOVENT ELECTRIC CO. 


501-531 30TH AVENUE S.E 
MINNEAPOLIS, MINN. 





ee 





SING 


















}, stores 
aurants 
lly de 
ith tw 
npeller 
pamlined 
rn. Fin 

bright 

olors 


D SING 


In keeping with the times Magic- 
Aire offers dealers Merchandise that 
will sell. Magic-Aire at $69.50 is a 
real value at any time but at $39.50 
it's a hot item that even a business 
recession cannot stop from building 
big sales volume and profits for 
dealers. 


The authorized trademark 
of the Magic-Aire dealer. 


HOME CLEANING 
SYSTEM 


Es 3. 


COMPLETE 


MAGIC-AIRE 


with POWER PLUS’ MOTOR 


Here's what you've been looking for: A cylinder type cleaner at a 
sensational price. A tremendous demand has already been created. 
Magic-Aire sales are far ahead of 1937. 


Despite low prices the quality is of the highest with a 500 watt motor 
and exclusive patented bag construction. Magic-Aire is made by one 
of the world’s oldest and largest vacuum cleaner manufacturers. 


The spring housecleaning season is here. Don’t overlook the oppor- 
tunity to demonstrate the Magic-Aire vacuum cleaner today and 
you'll be amazed with your increased volume. 


Place your order NOW for Magijic-Aire with your local distributor 
or send in the attached coupon for complete information. 


e: MAGIC-AIRE, INC. 
MAGI -Al RE, IN( 4 1734 Ivanhoe Road, Cleveland, Ohio 


Please send me complete data on 


1734 IVANHOE ROAD «+ CLEVELAND, OHIO Magic-Aire. 


Magic-Aire Models 133 and 145 are also 


Name 


available complete with all accessories Address 
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The Product 





SELL COOKING WARE 


or ARMCO STAINLESS 


FOR ADDED PROFIT 























































DOR-A-FONE 


Setchell Carlson, Inc., 2233 Univers; 
Ave., St. Paul, Minn. 


Device: Door telephone that permits 2 
way conversation to front or rey 
door from inside. 

Selling Features: A convenient prote é 
tion against undesirable entry into th: 
home; consists of an inside unit 7} 
6x3 in. which can be mounted on th 
wall in the most convenient locatio; 
generally in kitchen or near telephon 
and an outside bell-shaped door un 
which mounts over the front, rear o 
both doors; consumes no currer 
when not in use. 








Price: Inside unit complete, _ $21.95 
door units, $7.95 with 50 ft. cor 
—Electrical Merchandising, Mar 

















1938. 
v 
er 2 
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evice: 
timing 
waffle 
and ot! 
elling 
easily 
and pt 
break 
mount 
with n 
ance ft 
nver 
plug v 
wall ¢ 
pulled 
DALLAS Air Circulator — 
Dallas Engineering Corp., 1115 Hall St pacity 
Dallas, Texas and d 
, , Marc 
Model: Dallas Deluxe noiseless circu ard 
lating fan for stores, offices, etc. 
Selling Features: Mounted on hey 
pedestal, adjustable from 5 to 8 & 
features a new type propeller with} 
overlapping stamped aluminus 
blades; finished in chromium an 
black ; ceiling and wall mounted type 
are also available—Electrical Mer 
chandising, March, 1938. 
You've noticed the swing to stainless steel And when you’re selling stainless cook- | +: 
‘ . > - ° . 9 oye | 
in the appliance field. Why not cash in ing ware, you'll find the familiar Armco SELF-LIFTING Dolly 
on it by selling a line of cooking ware triangle on each piece a powerful selling Self-Lifting Piano Truck Co., 
2 e Findlay, Ohio. 
made of the same beautiful, durable argument. Twenty-four years of nationa Device: No-Lift adjustable shoe 
metal? You'll find that it will mean the — advertising have made the Armco trade- room dolly for refrigerators ani 
R ss i ranges. WEST 
kind of extra profit you can use. mark a recognized symbol of metal Selling Features: Equipped with 4 in 9 
: a 5 ouanivell rubber wheeled ball bearing swivel 9§/ esting 
When a customer has bought an appli- quality, accepted everywhere. casters; all steel construction; 0 
z : P : lifting required to load—just t? HJp,.-.: 
ance made wholly or in part of stainless If you would like to know the profit cabinet or range and slide Dolly eo 
. ki ; shilities of cooki = 7 under; rubber wheeled ball bearing @ 0.4: 
steel, she’s sure to want cooking ware possibilities of cooking ware of Armco casters; adjustable from 31 i 4 
i ler ‘ > § antage ainless .e Ti . s ati in. in length—Electrical Merchan- a 
that offers the same advantages—pots Stainless Steel, write us for information. dising, March, 1938. 9 7 
that stay glistening for years of service The American Rolling Mill Company; > pad is 
“~~ . . . 7 in cel] 
and are really easy to clean. Executive Offices, Middletown, Ohio. SAVE Lamps Electy 


1938 


Save Electric Corp., Toledo, Oho 
Device: Natural white  sight-saving 


lamp for schools, homes, shops 

oun offices. 
M | Selling Features: Special glass makes 
NS it possible for this lamp to radiate 


a soft, white, perfectly-ditiused 
light, making shades, reflectors an¢ 
other light distributing devices um 
necessary; available in sizes ‘rom 
10 to 300 watts.—Electrical \er- 
chandising, March, 1938. 








ELEC] 
PAGE 84 MARCH, 1938—ELECTRICAL MERCHANDISING 
















































Parade | 1 


— helps keep. _ .eustomer satistaction 











K-M Fans 
ad 1 “AD 

Knapp-Monarch Co., St. Lows, Mo. ee 
Dez “Jack Frost” and “Koldair” \ aah \? \ 

of fans for 1938 are available 

a wide variety of table and —= | 

T CA 
stal models ; improved blade de- ese 
. —_ = 
gives maximum air circulation; WAY i 


N 
\\ 
N ‘ 


\ ' 


umlined styling with chrome 
sh.—Electrical Merchandising, 
h, 1938. 6 
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=4 Please sen porcel in yances+ sales P 
Vv A Mant val or Hous 14 mg" ant a much con 
' -3 gg s for 10s co use 
WALSER Timer a Point® . nad sre ox J.u¢ valve to 
pe copies We. tnose P ¢ se1iine pie | 
er Automatic Timer Co., Graybar or — to re~ " 4nfo vi what @ value n? 
Bldg., New York City 3g eructiv jemen kno of fins”: 
oo eee a - gent your tyP say 
evice: No. 75M portable timer for - aer sf 7 re is ly ¥ t 7 rs out. 
timing operation of percolators, ra I won poi of 1 is exa Tt never er | 
waffle irons, washing machines, fans, — =~ sellin ela enam ish it ne ection: 
and other appliances. “zs p= The Te jifetime enin pou ane tisteee es | 
elling Features: Timing intervals a — is: ei nothe gs the sto If our custom ives | 
easily set by means of knobbed dial re But ther. and t ny store tly find our re- 
and positive quick-make and quick- -_ wears OU ot to ® 11 pres a + finish on 
break switch action; No. 75 timer is = That means ssfie e jain me 8 vers» i 
mounted into molded black case <> re not sat Porce ning achin ";eep the ir 
with nickeled face plate; any appli- =e ° t pusine 9 8 et nelp i 
ance to be time-controlled may be -, be erators » 8 n | 
nveniently connected to socket of -_— frig top 4 factio ° n the | 
plug which in turn is connected to “<= tepie | cust er ® er pr fit e I 
wall or other outlet; timer dial is =s neede ner a Lone sie we © ofits. 
pulled out and set for interval de- -s—- 1 ances- er 1e 
= sired ; available in 15, 30 and 60 min. —s= and inver poe jed epplier really rien po | 
maximum timing ranges; switch ca- —— ore lain va we feature 
Hall St pacity 15 amperes, 125 volts, a.c. a Peter sel erefore» ° ery truly» 
ind d.c.—Electrical Merchandising, -—-- be ally» thi Yours v I 
fm March, 1938 <= atl nwa i 
BSS CifCu- ‘ ‘ -_=—-— = 
, ete. Ee sna HEM I | 
on heary ss 
to 8 ft 
er with J Ir 
aluminum way " 
jum ant Frank — , 
me tye Presiden 
cal Me- 
FH-Jr- :NR 
Co Somaneaee 7 
Ferra Pera Tar PORCELAIN PORCELAIN ENAMEL INSTITUTE, Inc. 
. , y anf 612 North Michigan Avenue, Chicago 
ors an * \ga 7 
sbi WESTINGHOUSE Heating Pads 





y swivel Westnghouse Electric & Mfg. Co., 








ion; no Mansfield, O. 
just tip Hin, . ‘ . 
y Dolly mcscription: New warming pads have 
bearing pastle peach eiderdown cover; non- 
oo tadio interfering thermostat provides 
lerchan- protection; 3-heats—20, 40, and 60 
Watts low, medium and high, selected 
d) heat switch in the cord. The PORCELAIN ENAMEL INSTITUTE, Inc. 
pad is 12x 15 in. Pads come wrapped IN Mich} hi 
in cellophane, packed in carton of 6.— 612 North Michigan Avenue, Chicago 
Ele trical Merchandising, March 
in 1938 Send me a copy of your FREE book: “How To Increase Your Sales.” 
t-saving 
ps Name 
; makes 
: liate Firm 
| 1se0 
or and 
un- 
. A Address 
| Mer- 
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E E | y | WINCHARGER Lighting Kit 
t Wincharger Corp., Sioux City, lows 
DEPENDS ON THE M if tar 


lighting outfit. 

Selling Features: Consists of a hea 
duty battery, complete wire and wir 
ing, 6 bulbs, 2 wall outlets, table lam 

and a model ’38 6-volt De Luxe \\ 

charger, which has latest featur 

| in wind-electric design including 

“Pressure Control” governing met 
—Electrical Merchandising, Mar 
1938. 








| WESTINGHOUSE Fans 


Westinghouse Electric & Mfg. Co, 
Mansfield, Ohio 





Models: Clipper fan line consists 
floor and table types in 4 sizes: 12, 
10, 8 and 8 in. special. 
| Selling Features: Ten and 12 mm 





models are oscillating; 8 in. models 
non-oscillating; 12 in. fans have 2 
speeds with an air delivery of 1,00 
c.f.m.; 10 in. fan, 675, 8 in. 400, and 
in. special 325 c.f.m.;  scientifical 
shaped extra-large l-piece aluminu 
blade; rotary snap-type switch; finger 
touch oscillating adjustment; 

tion motors with oilless-type 


bearings ; clamping swivel adjust: 


Automatic pressure control of the wringer 
is one of the features which make the new 


washers easier for the owner to operate— 















i \ modernistic designed guard; table 
and easier for you to sell. But remember, no TOWN models have streamlined — moldart 
h . { \ base with soft feet, and are adjustable 
matter how many improvements a washer to wall mounting position; floor 
: ° , models have non-tip circular base and 
may hove, it still depends on the motor for its ae tk i; teen ee ee en 
. . . . blac , br wi = a 
satisfactory operation. That is why leading a= Ele be a 


° . ae 1938 
manufacturers power their washers with meant, ON 


smooth, self-oiling Sunlight motors ... the " 


motors that give trouble-free performance AIR-LITE Power Plant 


The Wind-Power Mfg. | 
Newton, lowa 

Model: 25, 1200 watt, 32-volt 

Device: Air-Lite wind driven « 
power plant. 

Selling Features: Powered by a 
3-bladed, variable pitch pr 
and attains maximum efficie 
only a 20 mile wind; generat 

| is built by Wind-Power Mig 
and is designed for long 
completely encased precisio 1d 
mechanism; available with a ‘OW: BePosition. 
or may be used on any standaré 
windmill tower.—Electrical er 
chandising, March, 1938. 


and make satisfied customers for you. 
Sunlight Electrical Division, General Motors 


Corporation, Warren, Ohio. 
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IRST CLOSING DATE 
or Advertising in Special 
pections 


INAL CLOSING DATE 
or Advertising in Special 
PeCtions 








INAL CLOSING DATE 
or General Run-of-Book 
Positions 


=z 
@ 


trical Merchandising’s April 
CTRICAL HOME MODERNIZING NUMBER” 


is going to town—and going 


to press beginning March 25th 


This is the Last Reminder 


Last year 150 leading manufacturers used the 
famous May “Electrical Home Issue” to 
carry their sales stories to ELECTRICAL 
MERCHANDISING’S 25,000 regular readers 
—and the big “plus” distribution to central 


stations, architects, builders and home owners. 


Many more companies failed to have their 
copy ready in time! Result: they missed the 


pete Ce » shay >» aos 
advertising opportunity of the year! 


This reminder is ample warning for all adver- 
tisers who don’t want to miss the outstanding 
sales building opportunity of 1938 — the 
April “Electrical Home Modernizing Num- 
ber” of ELECTRICAL MERCHANDISING. 


Remember! — prompt action places your ad- 
vertising in the Special Section devoted to 
the type of merchandise you make — enables 
you to capitalize a dramatic, colorful editorial 
background comparable only to that of last 
May’s great issue. 


This year’s book will be even more beautiful 
— more valuable as a sales manual for the 
dealer and as a buyer’s guide for the home 
owner. It will be printed on fine stock, in colors 
throughout, and bound to open flat. And in 
addition to the regular distribution of 30,100 
copies there will be large “plus” circulation 
to trade and consumers. All this at no increase 
in rates, mind you! The only stipulation is 


that your copy be received promptly! 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 
ABC 330 West 42nd Street, New York, N. Y. ABP 




















1. "STANDARD" RANGE 
BROADSIDE 


A powerful, fact-filled broadsid 
has been prepared by the Standat 
Elect Manufacturing Co. to 1! 
lustrate 1938 ‘super-series’ electt 
ranges and describe their 26 selling 


features 


2. "GOOD HOUSEKEEPING” 
HAS NEW BOOKLETS 


Par entitled H 
P ict Tested and Approved 
an ly Te Hi 


LZ1Tkk 





Housekeeping Institute,” and “A 
Int i To Good Houseke 
ing | tut ire ivailable a 

a 


3. "PREMIER" MERCHAN- 
DISING HELP 


Giant-size, four-color p 


; used by Electric Vacuum 


Company to help dealers tie-in wit! 


special five-week advertising car 
paign for Premier Vacuum Clean 
ers to begin in April 24 issue ot 
“American Weekly.” Use coupor 
to get your cop} 


ry 
r 


4. "ARMCO" HAS CLEVER 
CONSUMER BOOKLET 


“Should Husbands Keep House?” 
title of an attractively 


32 page booklet just released 


The American Rolling Mill Con 


pany. Should prove useful in pus! 
ing sales of porcelain enamel 
stainle tee] appliances which bea: 
Armco trademark. Check this nur 
ber for your sample copy 


5. "CROSLEY" SHELVADOR 
BROADSIDE READY 


striking tour | pt ess broad 
le which tells you “why you'll 
ell re in 1938 with Shelvador” 
he presses and will be 
t y ( Sle R j ( p 
in ex ing I i he 
ir Ce 4 


6. "BARTON" WASHER 
PAMPHLET 


i 


7. "KISCO" OFFERS 
CONDITIONER STORY 


I , iny ne 

u ( \ e-At Table 
de ( a vel f 
Ce ae 
8. "LION MFG. CORP." 

HEALTHIER FACTS 
“Triple Health Protect 
r ed by the Lion Mf 
LU t He Cor 


illustrated 
] by 


@ Knowledge is power—and good merchandising. No man can know too mud 
about his merchandise—and about the literature and other sales aids pr 
vided by the manufacturers to help him sell it. To keep posted, take advantax 
of the free sales helps listed on this page. Circle the numbers of the items yc 

want on the coupon—sign—detach and mail. You'll get full details free. 
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up a 

] 

oner. Idea is that the “Healthi- 12. “"REIDCRAFT" PORTABLE 16. "BARLOW & SEELIG" ill begin 
ie” tanaiiie, ceediien sel HUMIDIFIER NEWS SPEED QUEEN STORY 1 the wa 
vashes the air. Prices and other ha year 


letails come with the fol 


ler—if 


u check this number. 


9. "G-E" "HOLE TRUTH 
ABOUT MOTHS' BOOKLET 


illustrated 15-page 
containing the story of 


\ profusely 
booklet 


General Electric Cleaners’ war on 


moths has been prepared by one 
the better known commercial 
writers This booklet is to be used 
* newspaper advertising “coupon 
returns” and as a give-away for 
home demonstration inducements. 
Copy free on request together with 


mplete details of spring campaign. 


10. “EMERSON ELECTRIC" 
FAN CATALOG 


[he Emerson Electric Mfg. Com- 
pany is offering “Emerson Electric 
Fans For 1938,” a complete catalog 
which illustrates the Emerson line 
of desk and stand fans, air circula- 
tors, and ceiling, ventilating and 
exhaust fans. Sent without charge 
to all dealers asking for it on their 
ompany stationery. 


11. "BLACKSTONE" WASHER. 
IRONER BROADSIDE 


\n extremely attractive and orig- 
inal mailing piece built on a sub- 
stantial foundation of hard-hitting 
“reason-why” has been prepared by 
he Blackstone Mfg. Company for 
1938 washer-ironer line and is 
being distributed to dealers. 


Redicraft has prepared a nicely writ- 
ten folder on “Airoma”, its portable 
humidifier. 


13. "“MANNING-BOWMAN" 
OFFERS ELABORATE 
WAFFLE IRON BOOK 


One of the best jobs of the new 
year is Manning-Bowman’s new 
dealer presentation on its recently 
introduced twin reversible waffle 
iron which bakes two waffles at 
once. If you’re interested in build- 
ing store traffic you'll want to study 
the facts presented here! 


14. “FAIRBANKS-MORSE" 
FRANCHISE FACTS 


Complete information on home ap- 
pliance franchises is offered by 
Fairbanks-Morse to qualified deal- 
ers. F-M franchises may be for 
refrigerators, radios, or home laun- 
dries, or any combination of the 
three. Use the coupon to obtain the 
complete story. 


15. “BUFFALO FORGE" 
FAN LITERATURE 


New sales plans and other valu- 
able information on Buffalo attic 
fans may be secured from the Buf- 
falo Forge Company by dealers who 
can meet company’s franchise re- 
quirements. Your check mark starts 
things rolling. 





Check the item you want on this Coupon—sign—detach and mail. 





330 W. 42nd St., New York City 


CIRCLE NUMBERS 


ELECTRICAL MERCHANDISING 


Gentlemen: We are interested in knowing more about the DEALER LITERA- 
TURE identified by numbers circled below: 


DEALER LITERATURE (March, 1938) 


| 2 3 
8 9 10 
15 16 17 
22 
SIGNED 
COMPANY 


STREET ADDRESS 


STATE 


SIGN—AND MAIL. This coupon may be posted to a regulation post card, addressed on 
the reverse side and mailed for one cent. 


5 6 7 
12 13 14 
19 20 21 


TITLE 





New literature on its line of Spe 
Queen washers has been prepare 
by the Barlow & Seelig Manuia 
turing Company and will be sent: 
all dealers who check this numbe: 


cide to 1 
hve only 
Blf of th 
ready on 
nd and | 
eve me, 
ybstantial 
C: Bu 
and up? 


















17. "SIGNAL" FAN PROGRAW 


The 1938 fan merchandising pro 
gram of the Signal Electric Mani S: Star 
facturing Company is sure to prov he 
of interest to alert retailers whe gas 1 









> => 


like to keep posted. Check mariost stub 
brings it. e wall 
inter 

18. "VOSS" FOLDER = 

ON WASHER LINE “s "7 i 

A colorful consumer folder whicifther thir 


illustrates six new models in thimplest 1 
Voss line of electric washing mf the wo: 
chines and highlights the exclusivet to tu 
Voss Suds-a-rator method is nowin full 

being distributed by the Voss Brosfatch. It 





Mfg. Company. here y 
atch. J 

19. "McKAY" UTILITY pres 
FAN LITERATURE “ ls 
ghting 


Informative literature on the McfBave a 

Kay Utility Fan is offered by there une 
Lydon-Bricher Manufacturing Com-fing on 
pany. Dealers interested in an a-M¥ou sim 


pliance with a warm weather 2}fven valv 


peal will check this number. edoor i 
way fror 

20. "DELCO" OFFERS TWO ft bri 
NEW CATALOGS ion ¢ 
gnted n 


- 


Recently issued by Delco Applianttion of t¢ 
Division, General Motors SalesiMudible a 
Corp., are revised listings of Dele 
fans, pumps and water systems iafely lig 
New line of fans is described i1 C: Ge 
attractive 24-page catalog and tm S: | } 
pumps and water systems are pre C: But 


lat you 


1" 












sented in a three-color loose S: Ne 
binder to which additional pag¢i@xample, 
may be added. Your check- maine wint 
next to number 20 brings the fa%Mhe kitct 
catalog; next to number 21, thlBnd left 


water systems books. oom up 
front 

22. "KATO" KONVERTER o - 
TECHNICAL DATA : “ws ss 
‘her n 

A useful circular containing techie oven 


nical information on the Kato Kot ire and 










verter for converting 6-12-52-1]HMd not ¢ 
220 volts direct current to 11!) vo'SHMer night 
alternating current is offered by be blo 
Kato Engineering Company Yout solute] 
check mark brings it. en, the 

LECTR 
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Trade-In Tragedy 





» one could conceive being able to 
ok on a contrivance that didn’t 
ye a stove pipe. It was simply a 
ep taken to win public confidence, 

[Imagine that. 

But that was only the begin- 
ng! They soon found that what 
bd appeared to be only a gesture 
oved to be one of their greatest 
bons. There you have the gas range 
t up against the wall in your 
tchen. In less than six months you 
ill begin to notice color appearing 
, the wall at either side of the pipe. 
a year or two years, whenever you 
pcide to redecorate your kitchen, you 
pve only to paint three walls and 
nlf of the ceiling to match the color 
ready on the one wall and ceiling be- 
nd and above your gas range. Be- 
eve me, sir, this amounts to a real 
ibstantial saving. 

But will this natural color 
and up? 

S: Stand up did you ask? My dear 
r, the color which appears back of 
e gas range is beyond doubt the 
st stubborn thing to remove from 
e wall you may ever hope to en- 
inter. 


ma 


C: Say, you’re putting quite a new 
ght on this. 
S: Light. Yes, yes, there’s an- 
er thing. This gas range is the 
implest thing to light 

the world. You have 
it to turn this handle 

full and strike a 

tch. It matters little 

ere you hold the 


1 


tch. Just strike it, 

md presently the gas 

ghts. In the case of 

ghting the oven you 

ave a safety feature 

ere unequaled by any- 

ung on the market. 

fou simply turn the 

ven valve on full while 

e door is closed. Walk 

way from it to put the cat out or any 

ther brief chore. Returning to the 

tove, open the door and simply toss a 

ghted match in the general direc- 
n of the oven. There will be an 

udible and distinct boom to indicate 

lat your oven is completely and 

afely lighted. 

C: Gee, that’s easy. 

S: I knew you’d see the light. 

C: But isn’t that a bit dangerous? 
S: Not at all. Not at all. For 

xample, my first wife got up early 

mé winter morning and went out to 

ne kitchen. She lighted the oven 

nd left the door open to warm the 
om up a bit. As she was standing 

n front of it getting herself warm 
- got a little hasty and backed up 
close. A draft caught the bottom 

‘her nightgown and wafted it into 

ne oven. The night gown caught 

He and I lost her. BUT, the flame 

id not come out of the oven to catch 
‘nightgown. The night gown had 

be blown into the flame. The flame 

‘Solutely cannot come out of this 

‘en, therefore it is absolutely safe. 








CONTINUED FROM PAGE 22 


C: My, my, ... Say, I notice a 
funny gadget on this electric stove. 
Says heat control, 

S: Exactly. It is a heat control. 
Do you realize what that means? It 
means that you have to fondle around 
with that gadget, with that extremely 
unsightly knob there, to control the 
heat. Now, on the gas range you will 
not find any such ugly contrivance. 
You absolutely do not need to lift a 
finger to control heat. The gas com- 
pany has found that gas consumption 
is at its peak between the hours of 
six, and seven in the morning. Now, 
all you have to do is get your wife 
out of bed about five in the morning 
to put your coffee on to boil. Then 
she can return to bed and sleep peace- 
fully until it is time for you to get up. 
You see, the coffee boils while the 
flame is high, between five and six. 
Then the flame goes down to a sim- 
mer point and keeps the coffee warm 
until you are ready to drink it. 

C: Never thought of that. 

S: That’s not all you never thought 
of about cooking with gas either. In 
the past decade there has been a com 
plete revolution taking place in the 
matter of man’s diet. Whereas our 


fathers had to eat plate after plate of 
spinach to get their vitamins, we can 
get whichever vitami > ned in ti 

get whichever vitamin we need in the 





form of a pill. Whereas mother had 
to go milk the cow and separate the 
cream in a huge machine so that we 
might have cream in our coffee, we 
can now get condensed milk in a little 
can to serve the same purpose. Every- 
thing is being condensed. Condensa- 
tion has become the battle word of 
the nation. The world is moving too 
swiftly to take time with bulky 
things. And that is where the gas 
range, and only the gas range, mind 
you, steps right in line with the prog- 
ress of civilzation. Let us take, for 
example, a seven pound pot roast and 
place it in our gas oven. We cook it 
anyway you like, and when it comes 
out you only have four pounds of 
meat which you must eat. 

C: Unbelievable. 

S: But true! 

C: I hear a lot about insulation on 
the electric ranges though. You 
haven’t mentioned that. 

S: I was coming to that. Yes, 
sir, that’s quite a point. But first I 
want you to note this comparison. On 
the electric range you have a row of 
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switches. As you turn those switches 
you get high heat, medium heat, and | 
then low heat. Three distinct tem- | 
peratures, pop, pop, pop. There is aed 


gradual gradation. No flow from one 
desired heat to another, But on the 
gas range the valve moves evenly and 
smoothly from degree to degree, up or | 
down. Here, you try it. 

C: Oh, yes, like this. Well . 
well... well... | 

S: Remarkable isn’t it? No jerk-| 
ing, snapping or popping. 

C: Say this is fun. And this’s all 
you have to do? 

S: Yes, sir. Now, you just try 
them all while I go over the oven in- 
sulation, briefly. Here we have the 
door which is pretty thick and full of ; 
asbestos and the sides and the top and RE 
bottom and the back. 


Notice that TU 
oven control there. Isn’t that a pretty FE \ 
one? \ 
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C: Yes, it certainly is. 


S: And so, you see, there isn’t a \\ (S ' ck 
point where the electric range can QW 


prove a single advantage over this 
gas range, I haven’t told you all 
there is to tell. Why, it would re- 
quire hours to bring out all the ad-| 
vantages. And users are constantly 
coming to us with new points every 
day. For instance, this particular 
model has two burners in the oven. 
top and bottom. Now| For 40 years One Minute Craftsmen 
tell me, honestly, haven’t have consistently built clothes washers 
that have proved their ability to wash 
safely, efficiently and economically by 
: . | the world’s highest authority on product 
dered time and again | performance—the women who use them. 
how it would taste if 





Home-Proved 
Washers and Ironers 


you eaten cake baked in 
your own oven and won- 


All over the country One Minute users 
only the top were] have been putting their washers thru 
scorched the way the|the most rigorous home tests — prac- 
bottom always is? tical operation under every possible 

C: Why. ves I have. | condition of actual use. These users 
“1 have placed their stamp of approval on 


S: And don’t you go : 
: 5° | One Minute performance. 


to the match box which 
hangs over your gas 
stove to get a pocketful 
of matches for your 
daily use? 

C: Why, yes, I do. 

S: And, haven’t you, at one time 
or another, found the grease that | 
accumulates on this pan under the 
burners a lifesaver when you wanted 
to fry eggs for yourself and was un- 
able to find the lard? 

C: Why, yes... sure, 

S: And wouldn’t you rather see a 
little money invested in something 
that is tried and true, than a whole lot 
of money on a new invention which 
no one knows how it will work? 

C: Yes, I sure would. 

S: Then won’t you let me send 
this gas range out to your home to- 
day? This very minute? 

C: Yes, sir. I'll take it. How 
much is it? . 

S: You'll really take it? Lock} 
stock and stove pipe? Immediately? 

C: Yes, sir, right now. 

S: No recourse you understand? 
When it’s yours, it’s yours. 


This universal consumer acceptance, 
coupled with unusual profit opportuni- 
ties will appeal to you as a washer 
merchandiser. Write us for details of 
the One Minute dealer plan. You owe 
it to yourself to find out what it is. 














ONE MINUTE WASHER CO. 


‘ Washer Craftsmen for 40 Years 
. > 
C: Yes, I understand. How much? NEWTON, IOWA 
S: Five dollars. We'll give you 


five dollars, and deliver it anywhere 
you want it. 
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Parts. SERVICES 
AND Accessories 


U NDISPLAYEI AYED RATE: DISPLAYED RATE: 
$1 I e per nser r Minimum 1 inch $12.00; 


4 inches $11.50 per in.; 8 























Parts, Serv 


keep you post 
ments in kee 
good running 


Satisfactory operation is a real contribution to 
customer satisfaction. “Keep it running’ and 
she'll come back. It’s the repeat sales that count. 


important part in building your business. It can 


$4.00 (First line in small black inches $11.00 per in.; 12 inches $10.50 
type.) Fra ! of a line count per inch. (An advertising inch is 
as a line. Discount of 10 f full pay measured vertically on one column 
" t is ade t uvivance fo 4 con There are 4 columns—48 inches to a 
t t tions f aston d ads page.) 
PADS, COVERS AND BAGS REPLA ACE MENT PADDING 
All Types Ke pines ment Padding Fer All Makes of lroners 
I and \ Mfagr ind our 1 ented woven cott on padding 
é t el and durat an knit padding Ask 
. \ oO I ~ ( W is . ' and prices Woven Cotton Products C¢ 
Cle t ‘ Box 484, Rochester, Minn, 
“KEEP IT RUNNING" 


ices and Accessories can play an 


ed on where to obtain your require- 
ping your customers’ appliances in 
order. 











For Vacuum 


Appliance 
offer real economy because oe 


sturdily made to prevent 
scratching and marring. Write 
for latest folder and prices 
on pads for refrigerators, 
washers, ironers, phonographs 
radios, ranges, furniture, etc, 
also carrying harnesses and 
straps 


Cleaners 
@ Guaranteed 
@Vacuum Cle 





3615.3 
7 








- R £ a ] NEW 1938 
= EDITION 
“HOT SHOTS” 100-Page Catalog 


@ High Quality Vacuum 
SAVE ON ! Cleaner Parts 
@Genuine “RENEW” Modernized Vacuum 


@ Nationally Advertised Radios & Appliances 


opebys a oar RE-NEW  comrany 
oa7i eri? 9591 Grand River, Detroit, Mich. 


Cleaner Repairmen, Electric Shops, 
Dealers, Furniture Stores, ete. 


Armature Rewinding 
aner Rebuilding 






















HANDLING 


Handle your refrigerators pa pat ented quick change ratchet nose. 
ra tchen cabinets i th ompletely rubber uphe Istered through- 
On ANG 1 vi nae fully rubber vut Made in convenient sizes. Write 
The only truck w th for details and prices. 
ORANGEVILLE MFG. co. Same Gon te (Onenee vite? 
(Columbia Co.) PENNA. (K@LL Kel aUTN MSs) 
Manufacturera comp f Floor Trucks Se 


GUARD 
PROFITS 
with 
SAFE 






































FOR - ere. 
HANDLING of all >1< 


REFRIGERATORS 


CASTER xX 75 TRUCK 


ons 6 eanees $3950 


WT EASE ond 


° er rr ee 
NO. 102 BALANCE TRUCK a ze y 


"17 LIFTS AND $7300 


CARRIES the LOAD’ 


NO.86 NO-LIFT DOLLY 
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|CASTER X75 TRUCK 


*SELF LIFTING: 
PIANO TRUCK CO. 


FINDLAY, OHIO 
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SEARCHLIGHT SECTION 


(Classified Advertising) 
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ana “OPPORTU NITIES” BUSINESS 





UNDISPLAYED RATES—— DISPLAYED 
15 Cents a Worp. Minimum Cuarce $3.00\individual Spaces with border rules f 
Positions Wanted (full or part time salaried “~~ display of advertisements 
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MANUFACTURERS’ REPRESENTATIVE 


wants appliance houseware and electrical 
specialty lines Electrical Specialties Sales 
Co., Hope, Indiana. 


REPRESENTATIVE AVAILABLE RADIO IN IT’S ENTIRETY! 








“B-A” serves the trade with every need te 
radio—complete 160-paege catalog of ne 
tionally known radio receivers, public od 
dress, parts, supplies and equipment. Or- 
ders shipped same day received. 






covering Indiana, Louisville and Cincinnati, 

















dising, 330 West 42nd Street, New York City 


COMPLETE CATALOG AVAILABLE [Bm Sal 


BUSINESS $S OPPORTUNITY - BURSTEIN-APPLEBEE CO. Kansas crm. 





Electric Retailer 


ambitious, promotion-minded and other- 


wise qualified. Also must invest enough We carry a large stock of né 
money to assure his continued interest in makes and models J 
new store in eastern suburban community of AS IS—TRADE INS—CLEAN AND COMPLE 














WANTED NEW ADS 








WANTED TO BUY, close-out stock of elec- 


details to W-502, Electrical Merchandising, the 31st of the month to appear ! 
330 West 42nd Street, New York City. out the following month. 





trical appliance and supplies. Write full and changes of copy must be r 














Typical “SEARCHLIGHT” Ads—and Results 


—manufacturer of small electrical appli- | Southwest territory on electrica 
ances wanting a Chicago representative | ances—6 Replies received 
—10 Replies received | —manufacturer of washers want 

—manufacturer of wringer rolls seeking | resentation in b. number of té 
national distribution—14 Replies re- —6 Replies received 
ceived : | —advertiser offering representa 


| Cleveland on washers, sweep 


—advertiser offering representation in refrigerators—6 Replies receive 


“SEARCHLIGHT” ads can serve you to equally good purpose 





S 


MARCH, 1938—ELECTRICAL MERCHAN 





Blectrical Retailer Wanted. Must be Vacuum Cleaners For Rebuilding oa 


200,000. Ideal opportunity for man who has Write for Quotations! 
burning zeal to engage in retail electrical . 
business, but who lacks sufficient capital to ACE APPLIANCE CO. 

do job alone. BO-503, Electrical Merchan 3012 Cermak Road CHICAGO, !! 
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INCREASE YOUR FAN SALES 
WITH THIS GROUP OF 


WAGNER PROFIT-MAKERS 





Wagner 10-Inch 
Non-Oscillating 
Portable Fan. 

List $6.95 


Se 






Wagner 
10-Inch 
Oscillat- 
ing Ped- 
estal Fan. 
List 
$14.95 











Wagner 10-Inch Window 


Ventilator. 
List $8.45 





Wagner Popular-Priced 
Fans are Volume Getters/ 


They are streamlined . . have 
consumer appeal. They are lead- 
ers that will create interest in 
fans generally and so offer you 
further opportunity for sales in 
the higher-priced, higher-profit 
items of Wagner’s comprehen- 
sive fan line. 


All Wagner Popular-Price Fans 
are backed by Wagner’s regular 
guarantee. They are made to 
such standards of mechanical and 
electrical quality that they STAY 
SOLD. They are outstanding in 
value. 

The fan items shown are just a 
small part of the complete line of 
Wagner Fans. The complete line 
contains styled and conventional- 
type desk fans, ceiling fans, air 
circulators, ventilating fans, and 
exhaust fans. 


SEND TODAY FOR THE NEW 
1938 Catalog on Wagner Fans. 
It’s yours for the asking. 


6400 Plymouth Avenue, Saint Lovie, US.A. 


FF238-1A 





WagnerElectric Grporation 


MOTORS -TRANSFORMERS - FANS - BRAKES 
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Wagner 8-Inch Non- 
Oscillating Fan. 
List $3.95 
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Wagner 10-Inch Oscil- 
lating Portable Fan. 
List $9.95 











Wagner 10-Inch Wall-Box 
Ventilator. List $22.45 
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Wagner 12-Inch Oscil- 
lating 2-Speed Portable 
Fan. 

List $17.95 





MEDIAT 


ROFITS 


AWAIT REFRIGERATOR DEALERS ABLE TO 
SUPPLY PROSPEROUS RURAL HOMES 


@ Consider these facts. 

Total farm income has increased each year for the last five years. 
Most farmers are now caught up on delayed capital expenditures. 
They have money to spend. And rural homemakers, like their city 
sisters, are turning to kitchen modernization—especially refrigeration. 
Sales of Superfex Oil Burning Refrigerators continue to spurt ahead. 
PROOF « One distributor operating in a Louisiana town of 2,626 


people did over $75,000 rural business last year. Another in Ken- 
tucky has shown 32% to 113% increases every year since 1932. In 


Missouri a typical Superfex distributor stepped up sales 195% last 
year over 1936. A Texas distributor, appointed in 1930, sold three 
and a half times as many units in 1937 as compared with 1935. 
With the Superfex line of four beautiful models, you can share in 
these profits—now. The Superfex burns oil, has no moving parts, 


Operates anywhere. 


No connections to make. 


Operating only 2 


hours daily, Superfex’s burners produce continuous cold and as many 
as 107 ice cubes at one freezing. Ten year record of dependable service. 


PRICES REDUCED « New low price schedule is now stimulating 
sales, Over 79,000,000 national advertising messages will reach rural 
buyers this season. Name of maker, a household word in rural com- 
munities, assures wide acceptance. 

Your territory holds thousands of prospects—it may still be open. 
Wire or write for details of the Superfex franchise, merchandising 
plan and catalog of models. 


PERFECTION STOVE COMPANY 


7950-B Platt Avenue, Cleveland, Ohio 


ORLD’S LARGEST MAKER OF OIL BURNING EQUIPMENT FOR THE HOME 
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| the spot in doing 


in effective selling time; or upon the 
| matter of promising unreasonably low 


| the extent in which he exerts himself, 








Salesmen Must Eat 


CONTINUED FROM PAGE 7 





substance battle for their benefit. 
That is his part of the job. And that 
is the right way to look at the com- 
pensation need. 
Second, appliance salesmen are on | 
a job beyond the 
mere reward of subsistence. The job 
is as wide as the number of families 
around us haven’t originally 
enjoyed the enrichment of homelife, 
or who haven't experienced the delight 
of improvement by replacement of the 
old. As the salesman tells effectively 
and sells persuasively, they will buy. 
Efficiency in this will throw the sales 





who 


force far forward from the minimum 
to gain the bonus of a service well 
done. 
Incentive 
Third, there should on the mer- 


chant’s part be an incentive to sales- 
men to increase volume of sales so 
the salesman can know he will profit 
fairly as he delivers. There should 
be no reneging on either’s part if the 
result is attained. What has been 
delivered should be cheerfully paid 
for. So it is subsistence plus incentive! 
That is again the right way. 

Fourth, the salesman might shirk 


prices; or upon being careless with 
selling energies which, if this philoso- 
phy is true, will show up in a lower 
reward all the way around. So he 
should be given a bonus for profit on 
sales. 

The specific form and character of 
a compensation plan will vary with 
geographical, neighborhood, behavior- 
istic, seasonal conditions; of which a 
book might be written. But the basics 
are honor, subsistence, bonus for in- 
crease of volume and profit, encour- 
agement to the salesman for a reward 
of his net selling time. 





Greatest Property 


The right view on compensation is 
based upon the merchant’s realization 
that the property he has is 
his salesman who performs, and that 
he should and must be 


greatest 
rewarded to 


just as the merchant expects to gain 
in his own business. He should not 
dullards, drones; 
nor should the salesman who is wise 
continue long to represent snivelers, 
chiselers or cheats. The biggest part 
of an appliance sale is the education 
and inducement of the prospect. With- 
out that, no customer and no produc- 
tion ability. The fellow who does that 
should be treated fairly. He will be, 
or the industry will die. 
hasn’t 
Thus 


tolerate weaklings, 


For years, 
rewarded properly. 
turnover, problems, 
merchant mortality and many other 
losses. But when a merchant finally 
realizes that a sincere appliance sales- 
man has a heart, and when an appli- 
ance salesman realizes a sincere mer- 
chant has a heart; when both can have 
absolute confidence in the rightness of 
what they are doing, then all will 
benefit because they are operating in 


been 
personnel 


he 











the extension of a service. 








Why ?. oe Here's why / 


GILMER BELTS ARE 
NEVER SKIMPED 


in the groove’ 


ILMER BELTS 
STAND SERVICE 


Brute-strong- Pullbodie® 
Tough. Minimum beneene 7 
Run quietly, regen 
under pulsating 


sor loads. 


GILMER BELTS FIT 


° ers on 
, belt engines 
Made by os largest assort- 


-moulds. Easy to 
It that fits specia 
ys—exact y: 


the worl , 
ment of \ 

et the be 
jobs—all jot 


ILMER GIVES 
QUICK DELIVERIES 


ice everywhere, 

ye ed wall stocks on hand 
> time. Gilmer = 
re fill your orders ae 
i no lost time, no ios 


customers- 


GILMER DISPLAYS PAY 


35 hooks 
The Gilmer Bar (|: 
on aGinch rack) ~— 
Citenet Hook take little 


lt stock 
keep be \ ; 
ace and “tive. 
ro perfect order: ae? oes 
° nan tory: 
o inve n D 
Easy * out to be seen and 


Ps . _ 7 " 
— Ak about F REE offer 


GET GILMER “V's” 


Only Gilmers give you 
those 5 Famous Features 


L. H. GILMER CO. 


Tacony, Philadelphia 


THE OLDEST FIRM OF RUBBER 
FABRIC BELT SPECIALISTS 


Send for FREE Catalog 
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LF atch the 


TL} omen’s 


Magazines 


Every month the national women’s magazines carry articles 


on some phase of home electrification, lighting, wiring and ap- 


pliances. 
attractively. 


These articles are expertly written and illustrated 
Women in your community are reading them and 


smart merchandisers are putting them to work—in their win- 


dows, in their stores and in letters to their prospects. 
To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 


ceeding month’s issues of the 
the magazines, there will be the 


Thus, in the April issues of 


following material: 


and Gardens 

[wo and a half pages ¥~§ the April 
magazine are devoted to 
Nela Park’s Mary Weber, 
home lighting consultant, on the sub- 
ject of “Light—Where You Need It.” 
t discusses wall-type, floor-type, semi- 


indirect, table study, 


Better Homes 


issue of this 
an article by 


end-t ible, brid 


and other types of lighting equipment 
and points out the proper places to 
use them. Pictures ‘lustre ite each point 
and create the mind of the reader a 


lesire for definite equipment 


Household Magazine 


[wo useful articles appear in the 


Household Mag yazine for April. One 
vf them is lled “Let’s Study Kitch- 
ens” and is “~ Harold H. Ehlert, 


irchitect. In this he prints some de- 
signs of kitchens and asks the readers 


pinion of them as good working cen- 


ters. The U, the L and two-wall 
kitchen are shown, the presumption 


veing that women will write in to tell 
their favorite. But it starts them think- 


ing about kitchen modernizing whict 


The second article is the “Search- 
om tment, con- 
Titus. Here the 
to tect out for 
certain specific construction details of 
and irons 
ire printed and 
much useful information given 


washers, wringers, ironers, 


Better Homes and Gardens 
In the main articles is a piece 
called “Kitchen Energy Savers” by 


Walter E. Burton 


tricks and worried which can be in- 


It describes various 


1 


-orporated in kitchen planning and 
has the useful and necessary function, 


of foci g women’s attention upon 
cle ¢ the kitcher 

Ladies’ Home Journal 
‘An Op Minded Kitchen” is the 


title of an article by Grace L. Pen- 
nock, Household Editor of the Journal, 


which appears in the April issue. Here 
gain mode kitchen arrangement is 
intelligently discussed and illustrated 


Another article “There’s News in the 


,athroom, Too” is of interest to elec- 
trical men liefly because it is illu 
strated with a handsome color photo- 
graph of a modern kitchen to contrast 
the progress that has been made in 
kitchen re n with that of the bath- 
m 
PAGE 92 


leading women’s magazines. 


McCall’s Magazine 

Kathleen Robertson of McCall’s has 
1 good article in the April issue: “It’s 
House Cleaning Time”—special refer- 


ence, of course, to vacuum cleaners. 
How to clean various parts of the 
house is well written and illustrated. 
Use it on your cleaner prospects. 


Woman’s Home Companion 

[he Woman’s Home Companion 
featured in April our cooking articles 
hat bring in small appliances. 

[There is an article about eggs and 
ibout dessert cakes that feature cook- 

g appliances. 
Of chief interest, 
ition of electrical ip] 
le on toast, “Twin Tables, Toast and 
lea” and a story that came about as 
a result of 10 weeks’ study of electric 
With the article “Toaster 
Tips” is offered to Companion readers 

ie booklet is a most comprehensive 
one on toast making and includes chap- 
ters on the selection of the toaster, tips 
on the toasters now on the market, the 
kind of toasters and ways of using 
toast through the different meals of the 
lay. The article is by Elizabeth Bev- 
equipment specialist of the 
Woman’s Home Companion and could 
be made the basis of a toaster drive. 


however, to the pro 
yliances is an ar- 


tic 


toasters. 


eredge, 


House Beautiful 

The April issue of this magazine 
features the 1938 version of the 
‘Brides’ House.” Three different 
houses are shown and the kitchen 
comes in for its share of attention in 
each. In each case, of course, the kit- 
chen is all-electric and handsome pho- 
tographs emphasize working details. 
House & Garden 

In a feature article on 
Use and How to Use 
Cleaning,” 


“What to 
it for Spring 
the April issue of House & 
Garden shows how the changes of the 
last few years have shaken the house- 
keeper’s old-time ritual of 
Cleaning. Here again the 
cleaner is given the spotlight. 

Picturing the important pieces of 
equipment for modern Spring clean- 
ing, House & Garden features a vac- 
uum cleaner as the first essential. An 
electric floor waxer is also shown, for 
gleaming floors that play an important 
role in Summer decoration. 

One of the gay sketches on the 
“how” of Spring cleaning shows the 
polisher, with its revolving brushes. 


Spring- 


vacuum 
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The Merchandising Month gy L. £. Moffat: sd 


Salesmen Must Eat 8y G. E. Stedman 6 


There have been many arguments pur the way to pay tunes but 
Mr. Stedman makes one good point—pay ‘em if they do a job! 


The Cost of Running Water By Mrs. Ralph Borsodi..... ~~ 


Mrs. Borsodi adds to her already distinguished list of research articles 
with one on the cost of owning and operating an electric water 
system, 


A Model Store 10 


When the Good Housekeeping Shop opened at Fort Wayne, it ee a 
lot of good ideas in store arrangement for other electrical retailers. 


Ideas That Help Sell Small Appliances ............ = 


A miscellany from here and there on small appliance selling. 


Electric Ranges for Low Cost Housing By Leurence Wray 15 
1,622 ranges went into Brooklyn's Williamsburg project! 


Action! In an Electric Range Display ay |... Cochrane 16 


Some simple way to introduce motion into range windows or displays. 


How a Movie Theatre Helped Sell Appliances 
By Paul B. MacNamara 19 
The story of a unique tie-up in the St. Louis territory. 


Trade-In Tragedy 8) Sam Farnsworth........... 22 
A goofy but inspiring playlet on a serious shininaitiies tid of 
trade-ins. 


Kids and Appliances 


EE TET PERT 27 
Three Bright Ideas... ccc ee 28 
24-Hour Service By Howard Silber................. ccc cece eee 30 


The Herpolsheimer department store in Grand Rapids gives service plus 


Romance of Appliance Selling.......................... 48 
More Sales Per Man................. piaiceaasaldana 
News—People, Products, Plans............0.0.0..0...... 55 
Be FI FI ons ncoxcccsdccecnssvctorsnss ack. 


Air Conditioning 
It's Not Air Conditioning—But. .. .. .By Clotilde Grunsky 35 
Charting Three Years’ Progress in Air Conditioning. By Laurence Wray 36 
Oklahoma Goes for Complete Home Air Conditioning 
By Tom Blackburn 38 
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